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AND 
FATHER 
PREFACE 
To the best of the author's knowledge, no 
comparable study of this kind has been undertaken because 
of the recentness of the subject matter. And nev-1 develop-
ments are occurring even at the time of this writing. 
The purpose of this thesis is to present and 
evaluate the major federal regulations recently handed 
down by the FTC designed to protect the consumer in the 
following areas of the new passenger tire industry: 
(1) false or misleading advertising; (2) misrepresentation 
or even outright omission of the facts of tire quality in 
advertisements; (3) misleading pricing policies; (4) con-
fusing technical terminology; and (5) standards of 
C>onstruction. 
These are the major areas to be surveyed, but 
other areas will be explored that have particular appli-
cation here. In support of such statements as will be 
made here concerning the areas discussed, the laboratory 
tests of selected independent research firms and bureaus, 
such as Consumers Union, Consumer Research, and the 
laboratories of E.I. du .Pont de Nemours and Company, 
confirming tire quality or advertising representations, 
will be discussed. 
8 
"'-'· .. 
With reference to Consumers Research tests, 
some pertinent and appropriate comrr:ents seem indicated. 
·r ire testing is an area fraught with controversy. There 
are those who will maintain that testing by accepted 
laboratory techniques is a poor substitute for actual 
road testing. However, road testing is time-consuming, 
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very expensive, and has the serious disadvantage that 
conditions under which the tests are made, i.e., e·limate, 
weather, road type and condition, and driving practices 
{four of the items that greatly affect the results of the 
test) are exceedingly variable and difficult if not impos-
sible to reproduce on successive tests at different times of 
the year, or even in a given season. (One disadvantage of 
thorough road testing is that its results are not available 
until after a long delay during which time the product m~ 
no longer be on the market, or will have its specifications 
e-hanged in some way.) Thus, the findings are likely to be 
of purely academic value rather than of practical value and 
will be of limited interest to those who wish to know what 
they should buy, now and in the future, rather than what 
they should have bought some months ago. 
Thus, road tests, unless conducted by experienced 
people who take all safeguards against causes of unc-ertainty, 
may be of much less value than the customer would suppose; 
indeed, in some cases, road test results may be quite mis-
leading. While it is admitted that laboratory tests do not 
supply complete answers, they have two distinct advantages: 
first, they can be conducted under uniform conditions for 
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all tires in the test; and second, the results can be obtained 
in a reasonable period of time and so made available while 
the tire is still a "current model. 11 Consumers Research 
feels that laboratory tests do provide adequate i~formation 
on which to make quality comparisons of tires. * 
The important role played by the federal government, 
particularly by the leading regulatory body in the field of 
business, the Federal Trade Commission, i'iill be reviewed here. 
In the course of this discussion we will concern ourselves 
with the following material: (1) the Federal Trade Commission's 
duties and functions; {2) selected cases in the field designed 
to reveal the abuses in the areas designated above; and 
(3) the background of the protection of the consumer interest. 
The comments of the managers of some of the leading 
tire manufacturers and distributors regarding the effects and 
implications of federal regulation on their merchandisin3 and 
marketing policies and strategy with respect to brand names, 
designations, and tire quality, will be presented here. 
Those marketing problems that will be incurred as a result 
of complying with the FTC Tire Advertising Guides will be 
*11, p. 11. 
/ 
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surveyed. In addition, we will discover hmv these regulations 
will affect the consumer. 
* * * 
Whenever possible, personal interviews were 
conducted with managers to glean first-hand material. Their 
comments proved to be invaluable to this study since their 
experiences focused attention on areas and problems that 
would not have been otherwise uncovered. 
* * * 
The material presented here concerns itself primarily 
with new passenger tires. It is within this area that the 
FTC has seen fit to intervene to correct evident, long-standing 
abuses• In light of this and because of its significance to 
consumers in general, the truck tire and retread tire markets 
are not encompassed in this study. 
* * * 
This study has real significance because the federal 
regulations, particularly the FTC Tire Advertising Guides, 
necessarily direct attention to the marketing policies and 
strategy employed by tire manufacturers. That such policies 
will be subject to adjustment, to a greater or lesser degree, 
seems reasonably assured. The need for such revision has 
long since been overdue. The probe has begun and rumblings 
in the industry have already been recorded. The results the 
FTC Guides ''~'ill effect may not be cataclysmic but they will 
certainly be discernible: not only will it entail a rev is ion 
in marketing policy but also it will mean a better and more 
improved marketing policy designed to (1) establish a new 
advertising code of ethics in the tire industry; (2) provide 
mutual agreement through trade-practice conferences as to 
ethical practices and procedures;· and (3) assist a harassed 
consumer in the proper selection and purchase of automobile 
tires through the use of clear, honest and precise language 
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and designation. Now, the consumer will kno,.., what he is buying 
in terms of quality and specifications. The Guides can do no 
more than this, nor should more be expected. It is the 
responsibility of an enlightened and informed consumer to 
execute its provisions to suit his own satisfaction. 
It is the author's hope to clear up some of the 
confusion arising out of the twisted terminology now employed, 
and to give tire purchasers a firmer basis on which to judge 
quality in new· automobile passenger tires. 
Sincere appreciation is extended to the sales managers, 
district managers, and distributors whom we personally inter-
viewed and who cooperated fully in describing the effects and 
implications of the FTC Tire Advertising Guides on their 
operations. 1'1ithout their valuable comments, this study would 
be incomplete. 
I. INTRODUCTION 
A probe by the Federal Trade Commission is usually 
initiated by the introduction of a complaint concerning an 
industry's advertising practices. Normally, this probe 
assumes exploratory purposes initially, and later, if suffi-
cient evidence presents itself, the Commission attempts an 
industry-wide trade practice conference through which certain 
advertising and selling methods can be agreed upon. 
In 1957 George Burger, vice-president, National 
Federation of Independent Business, an association concerned 
mostly with the interests of small business, entered with 
the Federal Trade Commission a strong objection over alleged 
advertising abuses in the tire field. 
13 
Harry A. Babcock, director of the FTC's Bureau of 
Investigation, wrote Burger that the FTC had received similar 
complaints from a number of sources, all alleging that adver-
tising of automobile tires was causing confusion and deception 
among tire purchasers. 
The basis of many of the complaints, according to 
industry spokesmen, was that the prospective tire consumer 
faced such a jumble of superlatives that he had little way 
of knowing one grade of tire from another. Terms such as 
.,super," "deluxe," 11 champion,"1 and ••1safety,•~' among others, 
14 
were used in all sorts of confusing connections. For instance, 
0!1e company offered for sale the Blue Ribbon and Premium 
Thorobred in its ~remium line, the Thorobred in its first 
line, the Thorobred Flyer in its third line. 
Another offered, in various lines, the DeLuxe Super 
Cushion and the Custom Super Cushion. Still another had a 
Silvertown and a DeLuxe Silvertown in its premium line, a 
DeLuxe Silvertown in its first line. 
Another example showed this confusing array: a 
Super Gold Cup Taxicab in the premium line, a Super Gold Cup 
and a Super Gold Cup Silent Traction in its first line, a 
Gold Cup in the sec"ond line. 
Then there was the U.S. Royal }~aster Safety Age in 
a company's premiui!l. line, the u.s. Royal Safety in the first 
line, the TJ •. S. Royal DeLuxe in the second line, the u.s. Royal 
Air Ride in the third line. 
These are instances of the interminable confusion 
causing some be,..,ilderment among tire buyers. Others could be 
cited since this sort of thing is almost common practic·e among 
tire makers. 
And, further puzzling consumers, it is not unusual 
for a tire manufacturer to shift a tire from one quality line 
to another '"hile keeping the same fancy label on it. As if 
' 15 
the confusion in labeling is not enough, we have the pitiful 
conception of a distraught tire purchaser buying a certain 
tire for its value and quality and, unknown to him, these 
very qualities for which he surrendered good money are con-
spicuously absent. This situation has precipitated the clamor 
for some remedial action to be taken by the Federal Trade 
C'ommission. 
Some tire manufacturers were known to admit that the 
situation was unfortunate, to say the least. But, conversely, 
the widespread uge of superlatives had become such an integral 
part of tire selling that it was difficult, once engaging in 
the practice, to know how to check it. The industry has had 
a trade practice code for years (not a tire standards associa-
tion of any kind) but this, apparently, has not been sufficient 
to keep things under control. 
The Akron, Ohio Better Business Bureau has discovered 
that the nomenclature problem has been growing increasingly, 
and the jungle of tangled, twisted terminology seems to have 
no end. In fact, the Akron BBB issued a Tire Report early in 
1957 which concluded that the tire purchaser was generally 
helpless in the face of this situation. 
Most damning, perhaps, was the report's findings that 
the purchaser had little choice but to disregard the label on 
the tire and shop strictly on price. This means, of course, 
that the consumer must be price conscious, rather than quality 
16 
conscious, since the "supers, tt "deluxes, tt· etc., give little 
inkling as to what line is being offered.* This finding has 
some substantiation and basis in the author's own experience 
of having worked in a service station where different lines 
of tires of a number of manufacturers '"ere sold. His experi-
ence tended to amplify the results of the Akron BBB findings. 
Most consumers, with notable exc·eptions, i'l'ere generally 
unaware of distinctions and differentiations of quality in 
automobile tires and, consequently, took refuge in price. 
This unawareness was, in many instances, purely involuntary, 
a~isins out of the confusion in terminology just described. 
Normally, C'onsumers were found to be inquisitive and genuinely 
interested in uncovering the best quality tire consistent with 
the price they could afford to pay, a fact seemingly not con-
sistent with normal consumer buying habits. Obviously, the 
consumer is not expected to be an expert purchasing agent in 
the matter of tires. This is a full-time job on which persons 
in the industry spend their entire professional careers. The 
demands on a consumer's time are such that one can expect him 
to make only a reasonably intelligent choice -- not necessarily 
expert. It is the responsibility of tire manufacturers to give 
meaningful and orderly presentation of their lines to assist 
the consumer in this respect. 
* 9, pp •. 104-105. 
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A Federal Trade Commission spokesman stated that 
the staff itself was having difficulty in finding out what 
was meant by ttfirst, second and third line" tires and tires 
desc'ribed as "100, 200, or 220. tt He complained that second 
a.nd third line tires were being advertised as first line; that 
outmoded treads were being described as current; and that tires 
specified as "original equipment," i.e., purchased for new 
cars by the automobile manufacturers, were not accompanied by 
the names of the new automobiles allegedly using them as 
original equipment.* 
Furthermore, the c·omm.ission has been in touch with 
tire industry members who would like to see the false adver-
tising problem cleared up.. This sign of eager cooperation 
in some areas of the industry apparently has influenced the 
Commission to seek a voluntary solution from the entire industry. 
The re~orted violations involved are subject to fed-
eral penalty under section 5 of the FTC Act. This is the 
so-called "catch-all" section which covers a multitude of sins, 
inc-luding false advertising. The Commission has any one of 
three courses it can pursue~ (1) investigate some of the adver-
tised claims and issue complaints against the purported wrong-
doers; (2) collaborate with the tire industry on a set of 
"trade practice rulestt; or (3) prepare specific conditions and 
procedures under which advertising would be proper, in terms 
* 10, p. 857. 
industry 't'i'OUld understand.* The action finally taken by the 
FTC 11as to publish the Tire Advertising Guides. 
* 10, pp. 857-858. 
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I I . THE HARKET FOR PASSENGER TIRES 
Leading Companies 
Table I lists some of the largest producers and 
manufacturers of passenger tires according to their net 
19 
sales and net income. It should be noted that these figures 
reflect sales and profits for all products these companies 
manufac·ture. This table shows that five companies represent 
the leaders in the industry:- Goodyear Tire and Rubber Company, 
Firestone Tire and Rubber Comp1any, United States Rubber 
C'ompany, B.F. Goodrich Company, and General Tire and Rubber 
C'ompany. 
Tables II and III on pages 21 and 22 show the 
importance of the automobile tire market. An examination of 
these two tables shows the inc·reas ing importance of tubeless 
tires and the decline of tubed type tires. 
TABLE I 
LEADING RUBBER COMPANIES, 1957 # 
Company 
Goodyear Tire 
and Rubber 
Firestone Tire 
and Rubber 
United States 
Rubber 
B.F. Goodrich 
General Tire 
and Rubber 
Dayton Rubber 
Lee Rubber 
and Tire 
Seiberling 
Rubber 
Net Sales 
(millions of 
dollars) 
$ 1421.9 
1158.9 
873.6 
734.7 
421.2 
83.6 
48.6 
46.9 
Net Income 
{millions of 
dollars) 
$ 64.83 
61.69 
29.70 
39.37 
11.30 
1.61 
1.76 
0.94 
# Statistics include all rubber products. 
For The 
Year To 
20 
December 31 
October 31 
December 31 
December 31 
November 30 
October 31 
October 31 
December 31 
Source: "Rubber Fabricating," Standard and Poorts 
Industry Surveys, Vol. 2, April 10, 1958, p. 132. 
TABLE II 
SHIPMENTS OF PN~IATIC CASINGS 
Class 
Original Equipment 
Replacement Equipment 
Exports 
TOTAL 
Shipments for 1957 # 
(in thousands of 
units) 
36,765 
65,150 
1,734 
103,648 
# Includes passenger and truck tires 
Source: "Rubber Fabricating,"' Standard and Poorts 
Industry Surveys, Vol. 2, April 10, 1958, p. 119. 
21 
TABLE III 
SHIPMENTS OF AUTOMOBILE TUBES 
Year Shipments 
(in thousands of 
units) 
1957 39,806 
1955 39,389 
1954 61,593 
1947 74,088 
Sourc·e: "'Rubber Fabricating, tt Standard and 
Poor•·s Industry Surveys, Vol. 2, April 10, 1958, 
p:., 120. 
22 
23 
Volume of Business 
The relative prosperity of the rubber industry has 
shown a close relationship to the state of economic activity. 
The industry has reflected a trend toward diversification of 
product mix to protect itself against possible declines in 
sales and profits. Automobile tires remain the largest source 
of revenue for the industry, even though their importance has 
been reduced by the trend toward diversification. In 1938-41, 
sales of tires and tire sundries contributed 58% of the dollar 
value of all manufactured rubber products. By 1954, this was 
down to 44% of the total. In addition to Firestone, Goodrich, 
Goodyear, and United States Rubber, tire producers include 
Armstrong, Cooper, Dayton, General, Lee, Mansfield, Mohawk, 
and Seiberling. The first four companies mentioned handle 
nearly all original equipment passenger car sales, and are the 
leaders in the replacement field. The smaller producers 
concentrate on the replacement and truck fleet markets. 
Tire sales fall into three groups: replacement, 
original equipment, and export. Replacement has consistently 
shown the trend toward being the most important classification, 
acc·ount ing for 62.9% of sales in 1957. * 
* 12, pp. 118-119. 
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Replacement Tires 
During the early 1920's nearly all replacement tires 
were distributed through independent dealers. But increasing 
competition from such mass merchandisers as mail order houses, 
chain stores, and tire manufacturers' stores reduced this share 
to 74% in 1929. Further declines have leveled off this share 
to around 50%. 
This departure in distribution had a marked effect on 
the manufacturing division of the industry. Concentration of 
buying by a few large accounts served to reduce distribution 
costs. Conversely, mass buying power forced price concessions, 
principally on private brands which, in turn, exerted pressure 
on the maker's own lines. 
Normally, the replacement tire business is more 
profitable than original equipment, and large profits can be 
realized under favorable conditions but on a relatively narrow-
margin basis. This trend seems destined to continue.* 
About SO% of the demand for replacement tires is 
filled by the same companies which supply Detroit with original 
equipment United States Rubber, Firestone, Goodrich, Goodyear, 
and General. The remaining 20% provides a sizeable market for 
eight smaller firms:. Dayton, Armstrong, Mansfield, Seiberling, 
Lee, c·ooper, Mohawk, and Gates. 
* 12, p .. 125. 
C'ompany sales vary because of size and product mix. 
For example, 90% of sales of Mansfield are tires; for Dayton, 
about 42% is in tires; for Armstrong, 90% of sales. Thus, the 
replacement tire business for any one year depends on two 
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things mainly: (1) Unit sales of automobiles for two years 
previous; and (2) increase or decrease in natural rubber prices. 
Passenger tires are made almost entirely of synthetic 
rubber, but natural rubber is still the basic ingredient of 
truck tires. 
Armstrong Tire and Rubber Company sales are sheltered 
to a large degree from competition against the makers of origi-
nal equipment tires through strong marketing arrangements with 
Sears Roebuck Company, for which the company makes Allstate 
tires. 
The replacement tire market is not affected by the 
retread market since retreads are sold primarily to lower-
income motorists who would not buy replacements anyway.* 
The long term trend in the replacement tire market 
is up because of the increasing number of automobiles on the 
high'\'rays. By 1965, estimates are that total passenger automo-
bile registrations will reach 75 million. Moreover, Americans 
are driving a little farther eac'h year, thereby using more 
rubber. In 1939, the average motorist traveled 7,000 miles; 
* 13, pp. 5-6. 
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in 1956, he raised this to 10~000 miles. Meanwhile, the trend 
to,.,ard the premium products, tubeless tires and ,.,hitewalls, is 
raising the margin on eac·h sale. 
Finally, the automobile designers are building future 
sales for the tire manufacturers. As car silhouettes get lower 
and lower, wheel sizes get progressively smaller. Fourteen-inch 
tires are now standard on 1957 models. These wheels will have 
to spin faster and further than their predecessors, the 15- and 
16-inch models, to cover a given number of miles.* 
Original Equipment 
The demand for original equipment tires fluctuates 
in line with motor vehicle production. A 28% gain in volume 
over 1929, in spite of lower automobile output, reflected the 
universal equipment of automobiles with five tires, which was 
not true in 1929. An all-time peak was established in 1955.** 
Tire Price Structure 
The retail distribution of replacement tires and 
tubes is characterized by destructive cut-throat price warfare. 
Wholesale prices do not reflect the true conditions. Base 
quotations are allowed to stand but more liberal discounts 
are given retailers. 
* 13, pp. 5-6. 
** 12, p. 121. 
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During the seller's market which prevailed after 
World \"lar II, the retail price structure was firm. However, 
price-cutting has arisen on occasions of weakened demand, and 
it appears that these tactics will continue to be characteristic 
of the industry.* 
Distribution Channels ** 
Exhibit I on page 28 shows the relative importance of 
the various links in the distribution chain for replacement 
passenger tires. In all there are 315,140 retail automotive 
outlets in all categories and another 13,000 that perform an 
exclusive wholesale function. The channels through which these 
outlets buy is quite complicated when compared to other industries. 
There is a large degree of product specialization wherein some 
distributors carry only TBA items (tires, batteries, and acces-
sories) while others carry a wide range of items in the automo-
tive line. The major business of some of these groups is on 
TBA items; for other groups the specialization is on such pro-
ducts as gasoline, automobiles, major automobile repairs, 
accessories, and so on. Each passenger tire manufacturer has 
to plan his advertising and merchandising campaign by treating 
each group individually according to its major interests and 
wholesale buying connections. 
* 12, p. 125. 
** 14, p. 5. 
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EXHIBIT ·I 
DISTRIBUTION FL01•t CHART . ON REPLACEiv~E~TT TIRES 
M anufacturin~ 18 Tire Manufacturers Supplied 
Level 65,149,505 Replacement Passenger 
Car and Truck Tires in 1957 1--
,..... 
1~ ~%J 43% 15% 15% 9% 10% 1% 4% I 
'mlole- Tire Oil Accessory Own Auto- Mail 
sale Deal erE C'ompanieE Store S'tores motive Order 
evel 13,687 76 Chains 1,800 fTobbers Houses 
190 ~2,563 15 
L 
~ 1/Lt L_ ~911 .•. 
1"-- ........ 
[~ \ I 
Retail Service Car Accessorj Gar ageE ! ~ther ?~ail 
evel Stations Dealers Stores 53, 83E I Order ! 181,747 50,014 8,000 i Stores 
I 2,016 
L 
; 
22% 35% 9% 9% 5% -1~ 2% 4% 
~ 1\r 
onsurner 
evel 67,200,000 Passenger Oars and Trucks 
Source: ttAn Analysis of the Automotive Market,tt· The Tire, 
Battery and Accessory News, (A Special Report, August, 
1958), p. s. 
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1% 
Other 
4% 
The 12,563 automotive jobbers shown carry 10,000 
or more automotive items. These jobbers usually enter the 
distribution scene only after a demand for a particular brand 
product has been indicated. Further, because of the financial 
control and pressure on most retailers to buy the bulk of 
replacement items from their main supplier, the full-line 
automotive jobber regularly contacts only a small part of the 
automotive market. Accordingly, the jobber is a minor factor 
in tire distribution and does not account for more than 50% 
of the total volume on any automotive item. 
For many automotive manufacturers, the tire manu--
facturer and tire dealer, retail and wholesale outlet, is the 
most important and quickest channel throu5h which to work. 
29 
These same automobile manufacturers do not sell replacement 
tires, but are important factors in distributin6 original 
equipment and replacement accessories as well as shop equipment. 
Manufacturers' agents also sell many other products to full-
line automotive jobbers. 
!"!ass distributors, by virtue of their volume and 
warehousin6 facilities, buy direct from the manufacturer and 
largely by-pass the full-line automotive jobber. Over 80% of 
replacement tires now pass through these 18,000 outlets. 
The need for the tire dealer is well established in 
the trade when one considers that there are as many as 35 
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different types, qualities and price 1 ines of ne,., tires in 
a single manufacturer's line in a single popular size, plus 
many more in the retread line. About 1000 new concerns of 
this type enter the field each year. The majority of these 
come from the ranks of those engaged in other branches of the 
automotive industry 
garages, and others. 
car dealers, service station operators, 
The Consumer 
Anyone who owns and operates a passenger car, or 
plans to purchase one, is a real or potential consumer of 
automobile tires, new or retread. The extent and scope of 
the passenger tire business can be appreciated when one is 
aware that, in 1957, a total of 67,163,246 motor vehicles 
\orere registered in the United States, 55,692,934 of which 
were privately owned passenger automobiles.* 
In 1955, Crowell-Collier Company c:onducted an 
automotive survey which included many pertinent questions 
on makes of automobile tires purchased, makes now on car, 
purchases intended, and so on. Tables IV and V have been 
incorporated here to present more vividly the nature of 
consumer selection, preferendes, and buying habits concerning 
passenger tires. 
* 5, p. 19. 
TABLE IV 
1{AKES OF TIRES ON THE ROAD FOR 1955 # 
Brand 
Goodyear 
Firestone 
United States 
B.F. Goodrich 
Sears Roebuck (Allstate) 
Atlas 
Montgomery Ward (Riverside) 
General 
Lee 
Armstrong 
Western Auto (Davis) 
Kelly 
Gulf 
Mobil 
Seiberling 
Dunlop 
Fisk 
All Others 
27.9 
20.5 
12.5 
9.6 
6.9 
3.7 
2.3 
1.9 
1.4 
1.2 
1.2 
0 .. 9 
0.8 
0 .. 7 
0 .. 7 
0.6 
100.0 
# This table shows the makes of all tires on 
cars, including spares, except for the few 
cases where the car was not available for 
inspection and the person responsible for 
the car could not recall the make of tire. 
Source: "Crowell-Collier Automotive Survey 
No. 19,"'1955. 
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TABLE V 
!v1AKES OF N~t/ TIRES BOUGHT A$ REPLACENENTS # 
Brand 
Goodyear 
Firestone 
Sears Roebuck (Allstate) 
United States 
B.F. Goodrioh 
Atlas 
Montgomery Ward (Riverside) 
General 
Western Auto (Davis) 
Armstrong 
Lee 
Gulf 
Seiberling 
Mobil 
Kelly 
Fisk 
Dunlop 
All Others 
20.4 
17.6 
12.1 
8.2 
5.6 
3.9 
2.6 
2.2 
2.0 
1.9 
1.4 
1.2 
1.1 
1.0 
0.9 
0.8 
10.1 
100.0 
# This table presents brands of ~ 
replacement tires only and does not 
inc:lude tires that were recapped or 
retreaded. 
Source: "crrowell-C'ollier Automotive Survey 
No. 19, "~ 1955. 
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III. BACKGROUND OF BRAND NA1·!E5 AND T?.ADE-MA..'qK 
POLicY 
Precedent for Protection of Consumer Interest 
The purpose of this seetion is to give the reader 
a background to brand names, trade-marks, and designations and 
the protection of the consumer interest. It is not the 
author's intent to enter into an exhaustive study of these 
areas since such a treatment is not necessary for an under-
standing of how the federal government has appointed itself as 
the guardian of consumer interests. ;nth this background the 
reader will be able to comprehend the purpose and objectives 
of some of our federal regulatory agencies. 
Origin of Marks 
The term 'trade-mark' is usually used in 
a more limited sense to designate a brand 
which the user has sought to appropriate 
for his exclusive use by registration 
with the United States Patent Office.* 
A brand can be any symbol of identification, 
and many consist of numerals, letters, 
words, designs, or combinations of these.** 
Brands or trade-marks are the means of identifying 
merchandise in the channels of trade and in advertisements. 
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The modern trade-mark and the trade-mark law of English-speaking 
nations had their origin back in the ?,riddle Ages; the place of 
the producerts mark on pottery and other merchandise had its 
origin in prehistoric times. 
*1, P'• 174. 
** Ibid. 
Under the guild system in medieval times the crafts-
man's mark on goods produced served as a marl~: to trace and 
punish those who failed to live up to guild standards. Later, 
when goods were sold in faraway places, the marks came to be 
distinguished as marks indicating merchandise of good quality. 
Hence, the marks aided the buyers in purchasing quality goods 
and enhanced the producers' ability to sell their goods more 
easily. 
With the advent of the Industrial Revolution came 
the decay of the village ec·onomy and the increased separation 
of producers and consumers. The result of this situation was 
a· notable increase in the use and importance of trade-marks. 
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By the middle of the eighteenth century the practice 
of sending salesmen by horse or stagecoach to buyers in distant 
towns had become commonplace. Soon the sellers supplemented 
their personal selling efforts with forms of advertising aids 
and catalogues. Large-scale production in advance of sales 
and the selling effort became firmly established. 
The practice of affixing trade-marks continued under 
the factory system. 1.fi th the expanding marl\:et came the recog-
nition by merchants and manufacturers of the need and desira-
bility of building and maintaining consumer patronage through 
the ease of buyers establishing and identifying the producer's 
goods by brands. 
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The growth of brands and trade-marks furthered the 
practice of product differentiation. Consumers soon discovered 
that the quality of products of different "t)roducers '"as not 
ident iaal. Thus, there 1.,ras a mutual benefit to be gained 
here: consumers found reason to distinguish between the 
merchandise of sellers, and sellers have desired to maintain 
the qualities that have made their goods wanted by buyers. 
This, then, is the background of brands that have 
been used to differentiate goods of certain quality character-
istics, to be distinguished from other merchandise of the 
same class. 
Consumer Protection 
Through the years in English-speaking countries, a 
portion of the common law has been established concerning 
trade-marks. This law, as it developed, has stressed more and 
more consumer's interest in trade-marks as a means of distin-
guishing goods of known quality and characteristics. 
The property value of trade-marks in law has evolved 
from the decisions handed down in trade-mark law. Significantly, 
not only have the courts upheld the principle that the rie;hts 
and property of a trade-mark owner must be protected ae;ainst 
the inroads made in his business by other merchants who have 
later adopted a similar and confusing mark, but also, that it was 
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the duty of the courts to exert all their judicial efforts and 
legal sanctions to promote honest~r, fair dealing, the extir-
pation of deception and fraud and, of primary importance, the 
principle of protection of the consumer. They have held that 
consumers should be guarded from purchasing goods whose labels 
or names tend to c·onfuse them or shroud the quality of the 
goods they des ire to buy. Nims says: tt It is now recognized 
that the iiT.portant consideration for the court is not competi-
tion, b'J.t possible deception of the public." * 
Hence, while brands and trade-marks have developed 
because of their value to owners, the importance of brands to 
consumers as guides to purchasinG has become the leading 
consideration. ** 
Trade-mark Court Cases 
Many trade-mark conflict cases deal with tne question 
of consumer confusion between conflicting marks. In some cases 
the e.ourts have proceeded in the belief that the consumer should 
be protected from purchasing because of confusion of trade-mark 
or trade name. 
In other c:ases, the courts have proclaimed that the 
rights and property of the owner of a trade-mark must be pro-
tected. The c-ourts have aeted to promote honest and fair 
dealing, and to extirpate deception and fraud. Whichever of 
* 2, PJ• 111, as cited in 3, p. 150. 
** 3, p. 147-151. 
these principles is followed, among the basic underlying 
questions to be solved by the court may be those of whether 
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and to what extent consumers are confused or are likely to be 
confused between the two marks. 
In trade-mark conflict C'ases, the question involved 
is the s 1milarity of the marks. ~~Hmilari ty here means not 
exact likeness, but likeness sufficient to deceive the average 
buyer; not the C'ritical, i'lell-informed buyer, but the buyer 
v.rho uses ordinary caution in purchasing the t;ype of article on 
\'Thich the mark is plaeed. This decision is of critical impor-
tance to the study we have undert~~en; it forms the crux and 
heart of the thinking 1tlhich underlies the t1"1elve FTC Tire 
Advertising Guides to be discussed later. As a matter of fact, 
it is basic to any investigation and trade practice rules set 
down by the FTC desie;ned to guard consumers. Accordingly, 
when the author discusses these FTC Guides concerning the 
passenger tire industry, the reader should keep this point 
in mind. Nims makes this point very clear: 
The perceptions of the extremely stupid or 
the extremely brilliant in mind are not to 
be considered. The la'W pres·umes that the 
purchaser whom it must protect en masse is 
a man of ordinary intelligence and sense, 
and it is further presumed that in the 
buying he will use the degree of care 
ordinarily used in buying the particular 
article in question, no more, no less. * 
* 2, p. 859, as cited in 6, p. 1. 
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Imitation could be relatively insignificant and still 
constitute similarity if noticeable features are involved. 
Instances or proof of actual deceit or confusion need not be 
produced in trade-mark conflict cases. The difficulty of 
getting evidence of deceit or confusion is recognized by the 
courts. 
But the decision in a case may rest not on the proof 
that people have been deceived as shown by specific instances, 
but on the likelihood of the occurrence of confusion or deceit. 
Thus, likelihood of confusion, not necessarily proof, can be 
sufficient for the court to render a decision. 
Even when evidence of confusion is pinpointed, 
evidence about the marks and the market conditions surrounding 
their use is emphasized in order to show the likelihood of 
confusion. The intelligence of the avera~ bu;;rer of the product, 
the way in which he buys, whether the trade-mark is vie,.,red at 
the time of purchase and '.,rhether a phraseable trade-mark is 
spoken at the time of purchase, are factors bearing on the 
likelihood of confusion. * 
Thus, we have the background as to how confusion of 
consumers is determined by the c·ourts. There is an equal 
parallel here to our study. There can be no mistaking the 
fact that consumer confusion exists today from the use of such 
* 6, p. 1-2. 
terms as "super deluxe" and "deluxe super" in branding of 
tires at different quality levels. Presumably, the terms are 
used to differentiate quality in tires and, in keeping with 
our previous discussion and the authorities quoted, it 
would seem inconceivable that the average buyer, even when 
exercising reasonable care, caution, and intelligence, would 
be able to distinguish these two levels of quality and, in 
so doing, arrive at an intelligent decision as to which tire 
to purchase. It is just this problem to which the author 
will devote considerable discussion and critical scrutiny 
when the t1"fel ve FTC T"ire Advertising Guides are presented 
later. 
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The Federal Trade Commission 
Organization 
The Federal Trade Commission is composed of five 
Commissioners appoi.nted by the President and confirmed by the 
Senate, of whom no more than three may be of the same political 
party. 
The Commission is divided into bureaus of investi-
gation, litigation, consultation and economics, all under the 
operational supervision of the Commission's executive director, 
who also has direct supervision of the Commission's divisions 
of personnel, budget and finance, management and organization, 
and general services. The office of the general counsel 
reports directly to the chairman and the Commission. * 
Duties and Functions 
The Commission was established as an administrative 
agency of the federal government by the FTC Act of 1914. The 
Commission is empowered with the responsibility for admini-
stering aml enforcing laws in the field of antitrust and trade 
regulation. These deal with prevention of monopoly, restraints 
of trade, and unfair trade practices. The FTC also has the duty 
of investigating and reporting economic problems and corporate 
* 28, pp. 7, 15. 
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activity, particularly in relation to the antitrust laws and in 
aid of legislation. BI"oadly, the Commission has the responsi-
bility for curbing illegal business practices which deceive the 
public or threaten fair competition in interstate commerce. It 
acts to protect the consumer from being deceived or misled in 
purchasing goods advertised and sold across state lines. It 
has the power not only to halt acts that result in unfair 
competition but also those which threaten fair competition. 
The need for this wide power lies in the primary role 
C;ongress intended for the C'ommiss ion: an expert referee in the 
business arena. The protection of the consumer is primary to an 
understanding of what the c·ommission is and does. It underlies 
all policies, procedures, and investigations. In its case 
selection the Commission is guided not by the complexities of 
the particular case but by whether a law violation invested with 
sufficient public interest app:ears to have occurred. Investi-
gations of deception protect honest sellers of goods and ser-
vices from the unfair comP'Stition of those unscrupulous few 
who distort truth for personal profit. 
Whenever deemed necessary in the public interest to 
resort to mandatory proceedings, the Oomrriss ion can issue com-
plaints against persons, partnerships, or corporations within 
its jurisdiction which it has reason to believe have been or are 
using any such unlawful methods, acts, or practices in commerce. 
If, upon due proceeding and hearing, the Commission finds that 
the practices in question violate the FTC Act, it is empowered 
to issue a cease and deRist order against the offending party 
or parties. Such an order may be appealed fro:c::t the Commission 
to a United States Court of Appeal, which is authorized to 
review the proceedinG and to affirm, enforce, modify, or set 
aside the Commission's order. Thereafter, the case may be 
taken to the Supreme Court of the United States. 
Whenever any orders of the Commission are not 
c-omplied with, the FTC is authorized to certify the facts to 
the Attorney General for prosecution whenever it has reason 
to believe any person, partnership, or corporation is liable 
under the criminal provision. 
The c·ommiss ion is a relatively small agency 641 
employees on June 30, 1956 v-rith a budget of less than $6 
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million -- and, to correct improper business ~ractices in a $400 
billion economy, it requires help from an alert, vigilant public·. 
The Commission invites open discussion of trade 
industry problems, and then marks out a legal road for the 
industry with trade practice rules. These rules are not 
themselves law, but they embody the Commissionta opinion of 
the la-,1 1 s requirements as a-pplied to the practices of a 
particular industry. To violate the rules is to invite formal 
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law enforcement action by the Commission. Further, the rules 
serve the purpose of educating industry members on what the 
law is. Thus informed, they know not only how to keep their 
own houses in order but they are better able to detect and 
report illegal competition and practices. * 
* 28, pp. 1-3, 6-8. 
IV. AN EVALUATION OF AUTOMOBILE PA<;SENGER 
TIFE ADVERTISING 
Claimant and Informative Advertising 
Advertising includes those activities by 
which visual or oral messages are addressed 
to the public for the purposes of informing 
them and influencing them either to buy 
merchandise or services or to act or be 
inc·lined favorably toi'lard ideas, institutions, 
or persons featured. * 
It is estimated that nearly $11 billion will be 
sp·ent for advertising in the United States this year. ** 
No one who professes to have a conceptual basis and 
understanding of our ec·onomy could unequivocably deny the 
important role that advertising plays in our national ec·onomy. 
Through this medium we are able to distribute and sell the 
enormous goods and services that our economy produces. 
But the economic good that advertising creates is 
not without its share of economic waste. It is this waste 
and the prevailing criticism that is our main concern here. 
And if advertising is to be improved then we must consider its 
shortcomings. 
Advertising has tw·o main components: (1) to provide 
information about goods and/or services. This is the i'lhat of 
* 3, p. 3. 
** 7' p. 241. 
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advertising; and (2) its composition in the form of illustra-
tions, headline, layout, copy, and so on. This is the how 
of advertising. 
The faults of advertising can be included in two 
categories: the manner of presentation has overshadowed the 
substantive part of advertising; and, advertising has forgotten 
its orie;inal and primary function -- that of providing infor-
mation -- in favor of superlatives, adjectives, and puffery.* 
In 1952, Printer's Ink, the professional journal for 
advertising practitioners, conducted an exhaustive survey on 
the growing criticisms of advertising under the title "Thunder 
on the Right. 11 ** The four parties referred to in this study 
,.,ere the advertiser, the advertising agency, the medium, and 
the public. Much of the following discussion has its basis 
from this report. 
Advertising today is caught in a maelstrom of ever-
growing public criticism that threatens more the welfare of 
advertising than the so-called consumer revolt of the late 
''20s and early '"30s. The increasing volume of criticism comes 
not so much from people unfavorable to advertising itself but 
from leaders disposed to be favorable to the important role 
advertising plays in our economic system. 
* 7, p. 242. 
** 15, pp. 39-40, 42, 54, 83, 86, 87. 
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There is no crusade as such by groups to revolutionize 
our economic system. Even the severest critics of advertising 
admit the economic value that advertising has to our American 
system. Present critics are not as vociferous as those of the 
late '20s, but advertisers have underestimated the widespread 
criticism of these leaders and how deeply it strikes. 
Today''s criticism finds its strength in an inveterate 
revulsion tov-rard corrupt ion and cynical betrayal of public 
trust. The public is angry -- and public ire seeks no discrimi-
nating targets. 
The abuses that arouse public resentment are types 
that cannot be regulated by government or by law. The abuses 
are not legally or morally questionable. Nevertheless, they do 
create public resentment and distaste. Eventually, these abuses 
may create for the advertiser a consumer shell of protective 
indifference, impregnable even to the most adroit sales appeal. 
The strong trend in advertising toward specialization 
has narrowed t~e field the individual v.,rorks in. Confined as he 
is to this narrow area, the individual loses the sense of 
collective responsibility, and of viewing public indignation 
as a '\'thole. 
In order to determine what business leaders in this 
country think about advertising, Printer's Ink sent a letter 
to a number of leaders in business, labor, education, 
religion and government. }~any replies \'/ere received. Most 
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of these letters, with few exceptions, recognized the economic 
role that advertising plays. But far too many of them were 
Yes-bu!!_ letters. These criticisms were purely voluntary. 
These leaders i'/ere asked only for their candid op·inions and 
nothing else. Yet each expressed dissatisfaction with some 
of the things that were being done to advertising and '"'it h 
advertising. 
The opinions of opinion leaders cannot be ignored 
since they are leaders and their thoughts are soon adopted 
and approved by their follOi'/ers. 
The rebuttal of advertisers is that high percentages 
of customers find advertising believable. But they ignore the. 
fcwt that there is always a few among the public that do not 
believe in advertising and have expressed an avers ion tOi'/ard 
its excesses. 
Other polls have uncovered these three objections 
about advertising: exaggeration, repetition, and aggressiveness. 
First, consumers basically 1 iked advertising. The~r recognized 
the informational value of advertising concerning new products 
and new services, and of its value in aidins them to live a 
fuller life. Still, the Yes-but attitude prevailed: Yes, we 
like advertising, but we resent its abuses. And this minority 
wa~ a sizeable one. 
( Note: Spurious advertising can be an insidious 
agent detrimental to all advertising. For we may have 
advertising which not only tells lies but also advertising 
which perverts or prostitutes the truth by significant and 
pertinent omission of the facts or evidence of truth.) 
Teachers in medical and dental colleges all have 
frequently raised vociferous critic·ism of advertising. The 
Journal of the American ~,!edical Association has for many 
years attacked certain forms of advertisi!l.g. 
Much of the published criticism of advertising 
is confined to a few areas. Liquor, cigarettes, and 
cosmetics are products that bear the brunt of this criticism. 
In the professional journals proprietary products and 
dentrifices also merit attention. 
The danger of the criticisms we have noted lies 
in the fact that although few advertisers and a small number 
of abuses are attacked, individual resentment radiates a 
skepticism for all advertising. 
Advertising people should not ignore the criticisms 
of advertising because (1) the few advertisers under attack 
conduct a volume of advertising that is extremely large; 
(2) consumer resentment can radiate to a wider area of the 
advertising business; and (3) op:inion leaders in business, 
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education, labor and government are attacking certain phases 
of advertising; attacks by SL~pporters of the free enterprise 
system are more serious than attacks by its enemies. 
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Advertising does not possess a code of ethics such 
as the profess ions -- law, medic'ine, and the clergy -- have. 
But advertising does have standards of practice. It may '"ell 
be that since advertising does not possess the stringent code 
of ethics found in law and medicine, the abusive practices 
of the few advertisers, unfettered by moral or ethical 
sanctions, have opened the door of public criticism. But it 
may be uniformly agreed, too, that no business faction or 
group seriously would welcome further regulation by government 
authority. 
In conclusion, then, the three major areas of abuses 
are (1) abuses of good taste; (2) misrepresentation to and 
deception of consumers; and (3) practices not necessarily 
harmful to the consumer but which nonetheless cause distrust 
of advertising and business. 
The author's intent here is to shoN· that advertising 
is not without its faults, particularly passenger tire 
advertising which is the issue here. This is the subject of 
the next seetion. 
B. Misleading Terms Defined and ~uestionable 
Merchandising Practices Revealed 
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As already noted, there are many terms used by tire 
manufacturers that are confusing and misleading to tire 
purchasers. Such designations as ttsuper deluxe," "deluxe 
supertt do little to assist consumers in differentiating quality 
between tires. In this section the author hopes to shed some 
light on existing confusion in terminology and to direct 
attention to questionable merchandising practices. 
There are four main classifications of passenger 
tires: {1) original equipment manufactured by the five major 
rubber companies: Firestone, Goodrich, Goodyear, United States 
Rubber, and General. These companies also do a substantial 
business in the replacement field; (2) tires manufactured and 
marketed under different naJD.es by subsidiaries of some of these 
major companies. These are Kelly-Springfield ma,de by Goodyear; 
Brunswick, Diamond, Miller and Hood made by Goodrich; Fisk and 
Gillette, by United States Rubber; (3) tires made by a few 
independent rubber companies such as Armstrong, Dayton, Dunlop, 
Gates, Lee and Seiberling; and {4) private-brand tires manufac-
tured by both major and independent firms for gasoline compa-
nies (which market them through their service stations), auto-
accessory stores, mail-order houses, chain stores and other 
retail outlets. Typical are Atlas, Amoco, Gulf and I~Iobil tires 
and the Allstate and Rivers ide tires sold by Sears Roebuck and 
Montgomery Ward, respectively. * 
* 16, pp. 35-37. 
Some of the. many terms creating the greatest 
c·onfusion and difficulty are now defined.* 
A 6.00 x 16 Tire 
On a 6 .DOxl6 tire, the 6.00 means that the eros a-
section width of a tire at its widest point is 6 inches. The 
16 means that the tire will fit a wheel or rim 16 inches in 
diameter. Since 1952 no automobile in the Ford, Plymouth, and 
Chevrolet category has had a 16- inch wheel;. the wheel diameter 
of these automobiles until 1957 was 15 inches. In 1957 most 
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of the automobile manufacturers reduced the wheel diameters of 
their automobiles to the present 14 inches. Needless to say, 
these changes have had serious ramifications to tire purchasers. 
For example, a consumer who owned and operated a 1956 Oldsmobile 
and had purchased new snow tires for it, would find that these 
tires would not fit a 1957, 1958, or 1959 Oldsmobile model in 
the event he decided to trade his present car. The reason is 
that the 1956 Oldsmobile had a wheel diameter of 15 inches whereas 
the later models have a wheel diameter of 14 inches. Thus, the 
consumer would find himself in the predicament of disposing of 
the snow tires for his 1956 model automobile and purchasing new 
ones for a later model automobile. If the tire dealer is repu-
table, he will accept his original snow tires and credit the 
buyer toward the -purchase of the new ones. In any event, the 
consumer must stand the loss involved in this transaction. 
* 17, pp •. 25-27 .. 
\'lhat is Meant by a "First -Line Tire"? 
Original equipment tires for neN· automobiles are 
known in the industry as first line tires. Other firms make 
tires competitive with these and call them first line too. 
However, there is no uniform agreement on specifications for 
first 1 ine tires. They are ,.,hat ever each firm proclaims 
them to be. First line tires are not the highest quality 
made, nor are all first line tires comparable in quality. 
\fhat is a Premium Tire? 
Premium tires are tires a grade above first line 
tires. Usual1y, these tires have distinctive features, such 
as a layer of flexible steel under the tread or, in tubeless 
tires, a punctureproof sealant within the casing itself. 
Usually, they are made with nylon cord instead of rayon and 
are heavier in construct~on than first line tires. Normally, 
they are guaranteed for 30,000 to 40,000 miles or more, as 
opposed to the 20,000 to 25,000 miles guaranteed for first 
line tires. However, there is no industry-wide standard for 
premium tires; thus, they may differ noticeably in quality --
and in price. 
What is a Second Line Tire? 
Second line tires may be former first line tires 
superseded by newer models and are being closed out by the 
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manufacturer at a genuine discount. Usually, ho,.,ever, these 
tires are similar in appearance and name to former first line 
tires but are lighter in rubber content by a pound or more. 
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They are made specifically to sell at less than first line list 
prices and are serviceable tires with an average life expectancy 
of 18,000 to 20,000 miles. One of the pr1mar~r objections to 
them is that they are used by some dealers to mislead purchasers 
into believing they are purchasing first line tires at greatly 
reduced prices. It is not uncommon for these 11 bargain11 prices 
to be higher than those asked for first line tires in genuine 
first line sales. 
What About the Quality of Third Line Tires? 
Third line tires are manufactured for their price 
appeal. These are of inferior quality and are rarely a good 
buy. Sometimes they are used by dealers as loss leaders to 
get customers into their stores. Often, they are used to 
trade customers up to at least second line tires. 
What is the Meaning of 90 Level, 100 Level, 
200 Level, etc? 
These terms refer primarily to price and only 
indirectly to quality. As an example, 100 level refers to the 
price of a particular company's first line tire. This company's 
200 level tire would be twice as expensive and would be a 
premium tire. Its 90 level tire would be 10% cheaper than its 
first line tire. But as in the case of first, second, and 
premium lines of tires, all 90,- 100,- or 200-level tires 
ma~,r not be comparable. 
What is Ply Rating? 
The ply rating of a tire is a measure of what its 
manufacturer claiws its strength to be. The number of plies 
on the tire may vary depending upon the cord material used. 
For example, one producer may make a tire with 10 :;;>lies of 
cotton; another may make a tire of equal strength with 8 
rayon plies; still another may ma1\:e a tire with 4 plies of 
steel wire. These three tires of equal strength would be 
rated 10 ply -- the rating of the equivalent cotton tire. 
The rating characteristic is the strength of the 
conventional cotton cord tire since the number of plies 
varies with the materials the plies are composed of, the 
number of cords per inch, and other factors. 
A 12 ply rating tire has a higher load-carrying 
ability than a; 10 ply rating tire. 
Since there is no industry-wide standard, there is 
no official body to check a manufacturer''s rating claim. One 
may safely assume that a company•s premium tire is better 
than its first line tire. But it is not safe to assume that 
all premium tires are alike or that all first, second, or 
third line tires are comparable in quality. 
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Normally, one may expec-t that good subsidiary, 
independent and private-brand tires Y.rill cost some 5%' less 
than the same line of tires of the major original equipment 
manufacturers. They are constructed with this minor price 
differential in mind. 
The picture is even more confusing in the instance 
where the buyer for one large eastern retailer states he can 
purchase the premium tires of some manufacturers as cheaply 
as he can buy first and even second line tires of better 
lcnown brands, and that the first line casings of other com-
panies can be purchased as cheaply as the third line tires of 
the major companies. 
Certain purchasing characteristics can be utilized 
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by the cautious buyer. 1f'nere little is known about the brand, 
one can compare the tire first with a well-kno,·m brand. The 
better tire will be heavier, sturdier, and firmer, and these 
qualities can be recognized when one handles and lifts the tires. 
Some Questionable Tire Advertisements 
A few of the questionable tire advertisements are 
these: two-for-one sales;: four tires for the price of three; 
and sales that make sweeping claims such as "50% off."' 
Any abnormally low price should be viewed ,.,ith 
suspicion. For example, a premium tire may app~ar to be 
advertised for ~24.08. In small print the advertisement 
says, t'we pay up to $24.08 per tire trade- in allowance. u 
The $24.08 price is an attraction, a trade-in allo,...,ance 
being offered for the used tire if the customer purchases 
the ne'\'T tire. The list price of the premium tire is really 
$67.25, a figure omitted in the advertisement. To receive 
the new tire, one would have to pay $43.17, not $24.08. 
One should beware of advertisements that feature a 
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price for the obsolete 6.00xl6 tire (fits 1952 Ford, Plymouth, 
and Chevrolet) or that use terms such as "famous brand,"' 
.. 
"'100 level" or ••'original equipment" without additional brand 
or line identification. A tire listed in size 6.70x15 for 
$12.95 can be classified instantly as a third line tire.* 
A tire displayed and advertised as an original 
equipment model may be just that. But --- and here is the 
point -- it may have been the manufacturerl s original 
equipment model one or more years ago and may be his second 
line tire today. The advertisement ,.,ill say this but one 
has to examine it closely to discover it. The revealing 
phrase will be similar to "~hosen for the finest 1 56 models."1 
In cases like these, the dealer may feature a ~45% to 50% 
reduction •. "' But no tire deaJ..er will give a buyer such a 
large discount on new model merchandise. 
* 17' pp. 25-27 •· 
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Sometimes an advertisement will seer:1 to offer a 
famous brand tube-type or tubeless tire for a figure such as 
$12.89.. There are two possibilities operating here. First, 
this tire is a third line tire. Third line tires may be a 
good purchase if one has an old automobile and is not desirous 
of sp~nding too much money for tires, or most of his driving 
is done around town at moderate speeds. Third line tires are 
not recommended as replaC'ements on nevr ElOdel cars or for 
extensive highway driving. Second, it is common trade practice 
to trade up the purchaser when he asks about the ~12.89 tire. 
If a customer persists in wanting this particular 
tire, he will not be able to· get it in a tubeless model. Again, 
the advertisement will probably have in small type the word 
ttreplaces" above the words "tubeless and tube-type.tt Naturally, 
this tire will replace a tubeless or tube-type tire. But it 
will not be a tubeless tire. Once again, if one really wants 
a tubeless tire, the dealer will trade him up to one in a 
better quality line. The advertisement, hovrever, served its 
purpose of getting the prospect into the store. 
Other que3tionable practices used by unscrupulous 
dealers: 
(1) Selling new but sec·ond line tires at first line 
prices. 
(2) The tires put on the car are not the same as 
the ones purchased. 
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(3) Advertisements that seem to offer tires of 
a name brand at fantastically 10\·l prices -- for example, 
$5.88 to $10.88. One may be sure these are used tires. 
The hint here is words such as ":t ike new, 11 tt rlei'l tread," 
tthu-tread," and ''treaded." All these describe retreaded tires. 
(4) Every dealer displays most prominently the 
price of the smallest of the popular sizes of tires. Today, 
this size is normally the 6.70xl5 tire which fits most 
pre-1957 Fords, Plymouths, Chevrolets, and other light cars. 
But the person who Oi'lnS an Oldsmobile, Buick, Chrysler, or 
other bigger car will need a larger size and a more costly 
tire than that displayed in the advertisement. (See Exhibit II, 
page 62 • .) 
(5) Nearly all tire prices are quoted on the 
assumption that the purchaser will trade in an old, recap-
pable tire for the new one. If the buyer has none, or if his 
tire is not recappable, it will cost him $2.50 or $3.00 more 
than the quoted price. (See Exhibit II, page 62.) 
(6) Finally, federal taxes of about ~1.98 to 
$2.50, and state and local taxes, if any, will add to the 
buyer''s bill. (See Exhibit II, page 62.) Additional 
expense would be the $1.50 per wheel charged by most dealero 
for balancing tires. 
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Other Factors Which Affect the Price of Tires: 
(1) Prices of tube-type tires with first-quality 
tubes may be the same as or slightly higher than the prices of 
tubeless tires. 
(2) White-wall tires cost from $3.00 to $5.00 more 
than black-wall tires. Nylon tires are $2 .. 00 to $3.00 more 
than rayons. * 
Exhibit II shows an example of a misleading 
advertisement. The advertisement is not clear as to what is 
meant by "lifetime guarantee." That is, is the tire guaranteed 
for its full operational life {be that 22, 24, 26, or more 
months) or is it guaranteed only for the 12 months indicated 
notwithstanding the fact that it may be used for longer than 
12 months? If the tire is guaranteed only for 12 months, 
then it is not a lifetime guarantee. \fe feel that this 
distinction should be adequately and conspicuously disclosed. 
Guide 9, (3) of the FTC Tire Advertising Guides makes this 
p:oint very clear. (See pages 127 and 128.) 
Furthermore, Sears Roebuck Company markets four 
different levels of Allstate tires: The Silent Guardsman (the 
premium line), the Silent CUshion {the first line), the 
Companion (the second line), and the Crusader (the third line). 
The customer has no way of knowing which one of these four 
* 16 J pp. 35-~7. 
levels of tires is being offered for sale. This is the 
most serious shortcoming of the advertisement because there 
are wide price differences among the four tire levels. 
Another point to note is that the tire advertised 
is a black-wall. The customer would be obliged to pay from 
$3.00 to $5.00 for a white-wall tire in the same size. 
Lastly, the advertisement makes no mention as to 
1vhether the tire advertised is a rayon or nylon tire. Nylon 
tires cost from $2.00 to $3.00 more than rayon tires in the 
same size. 
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Conceivably, then, the customer would have to pay 
$15.36 ($11.88, $1.98 for taxes, and $2.50 if no recappable 
tire is turned in) for the 6.70xl5 black sidewall tire 
advertised. For a 6.70xl5 whitewall nylon tire as advertised, 
the customer would have to pay $20.36 ($15.36, $3.00 for 
white sidewall,. and $2.00 for nylon fiber), a price far 
different from the advertised price of $11.88. 
Exhibit III on page 63 is another example of a 
misleading advertisement. The price shown is an exceedingly 
low one for a new tire, particularly in the 7.60xl5, 7.50xl4, 
and 8.00xl4 sizes. i1e have already noted that any advertise-
ment that features an unusually low price should be vie1-red 
with suspicion. The same reasoning applies to this advertise-
ment. The cautious buyer would be wise to inquire as to the 
level of the tires offered for sale here. \l{e strongly feel 
that the tires advertised are third line tires. 
The reader should also note the very small print 
indicating that white-ivalls cost $3.90 more. Nylon or rayon, 
black-i.,all or white-wall, tube-type or tubeless, taxes, 
tire level, and availability of a recappable tire -- all 
these items increase the cost of a tire far above the price 
advertised. It would be wise for the prospective tire buyer 
to determine '"hat these costs ,.,ill be before he dec ides to 
buy. 
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AWTATE 111PLE IIAUITEE 
1. LIFETIME IUUITfl 1111111 Ill 
•eftctl II 11111r111 IIIII ntllll-
111111 ~ ........... ' 
2. nME BJIC£ IIAIUTE£ 
apllll Ill tJIIII If 1111. IIUftl 
................... 
3. UnlfACTI. IIAUITEEI It. 
, • .., .... u ...... 
Huf • c.nat llflcl wllllllt 
lrUHI II IIIII If ratn. 
EXHIBIT II 
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6.00x16 . . . . . . . . . . . . . . . . . . . 1 0.88* 
7.10x15 ................... 13.88* 
*EACH, PLUS TAX. AND IICAPPAILI Till 
ALL A'ATI TI.IS AU GUARANTIID NAnGNWI"DI 
DON'T IUY TIRIS ILINDfOLDID 11· 
e Don't Gamltle With Your Safety II -
e See the Cut Skid Tread 
e Measure the Tread Depth 
e All Tread Designs Identical 
When You luy Four Tires 
. • 14-lnch Tire SPECIAL • 
lUND HIW 750x14 TUIEUSS ILACkWALL 17 67 GUARANTEED 15 MONTHS • PLUS TAX AND Till 
This exhibit appeared in the Boston Evenins American, 
Thursday, April 2, 1959. 
EXHIBIT III 
This exhibit appeared in the Boston Daily Record, 
$aturday, April 4, 1959. 
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V. THE PRODUCT 
Tubed versus Tubeless Tires # 
Tubeless tires have been adopted by all the nation's 
leading automobile manufacturers as standard equipment on 1955 
automobiles. In this same year about 55 million tubeless tires 
,.,ere produced to supply ne"r automobiles and to replace tires 
on older automobiles. This represented about five times the 
previous year's tubeless tire production. 
In 1949 the first tubeless tire was placed on sale. 
Consumer accepta.t"J.Ce 1vas not immediate; rather, a ~.,ait-and-see-
<-rhat-hal1pens attitude v1as adopted. The tubeless tire concept 
:1ad to be sold to the public and B. F. Goodrich ,.,as a pioneer 
in this field. Research conducted by B.F, Goodrich had shown 
that women do influence the purchase of tires. Research also 
revealed that people ,.,ere interested in tubeless tires, but 
thought the price ,.,as too high. 
The advantages of tubeless tires are these: {1) 
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lighter weight and smoother ride; (2) inner tube hazards are 
eliminated; and (3) unparalleled blowout protection is provided.* 
As of 1956, 60% of the tire market was in the form 
of tubeless tires, with the proportion increasing rapidly. Out 
of a total of 93 mill ion tires, 57 mill ion v.,rere made in 19 55 
for passenger automobiles alone.** 
# For statistics on shipments, see Tables II and III, ppl 21, 22. 
* 18' pp:. 74-78. 
** 19, p. 104. 
Ho,., gafe Are Tubeless Tires? 
As previously noted, tubeless tires give additional 
protection against sudden blowout. In a tubed-type tire, the 
tube may blow itself out through a carcass rupture and burst, 
providing immediate deflection and making the automobile 
difficult to control. However, the tubeless tire leaks air 
through the rupture, thus slo~,ying the rate of loss of air 
l_Jressure. This lets the tire down sloi'rly. In any event, tire 
failure is the cause of less than 2% of fatal accidents. 
Are Tubeless Tires Better Than Tires ~'lith Tubes? 
Most tire manufacturers do not expect better tread 
mileage from tubeless tires as against conventional tires. 
The tubeless tire should, ho1,yever, run a little cooler. This 
factor should improve tread life, but it is not a major factor. 
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There is no advantage in ease of recapping a tubeless 
tire over a conventional one. If manufacturer's instructions 
are followed, the tubeless tire is no more difficult to repair 
than a tubed-type tire. 
~\'hen a tubeless tire is worn beyond the stage where it 
can be repaired by normal procedures, its use can be extended by 
putting a tube in it. A tubeless tire that has picked up a 
nail in it will usually retain enough air to a11o1-r the motorist 
to reach a service station and have the tire repaired. But 
running a tubeless tire with a nail in the carcass is liable to 
cause additional damage.* 
Nylon versus Ra,yon 
In the period from 1953 to 1957, nylon tire-cord 
production increased over 200% while over-all tire-cord 
production dropped 10%. Rayon tire-cord produetion decreased 
20%, and cotton-cord production fell to less than 2% of the 
total market. 
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Three brands of nylon tires were available to the 
consumer in the summer of 1953. In 1954 there were 27 differ-
ent brands of nylon passenger tires being advertised and sold. 
In 1955, 39 brands of nylon tires were available; today, there 
are 241 brands -- an increase of more than 500%. 
The rise of nylon cord is abundantly illustrated in 
these figures: in 1951 about 4 million pounds of nylon was 
used in tire cords. cronsumption rose sharply to about 18 
million pounds in 1953, and approximately 30 million pounds 
in 1954; and in 1955, 50 million pounds of nylon was used in 
tire cord. ** In 1956 more than 400 million pounds of rayon and 
nylon yarns were used in tires. Five rayon and two nylon yarn 
manufacturers produced this supply. 
Nylon is used in nearly all off-the-road equipment 
(e.g., farm tractors), and about 25% of replacement passenger 
* 20. pp. 41-43. 
** 21, p. 107. 
automobile tires -- including all premium tires -- are rein-
forced with nylon cord. 
Du pont' R t1vo mill ion dollar Industrial Products 
Research Laboratory at Newport, Delaware has been dedicated 
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to strengthening this lifeline of transportation. ~ith the 
facilities of seven fundamental and technical research labo-
ratories at their command, IPR personnel follow the life of 
tire cord from the ti:r,e the fibers leave the spineret throuc;b 
laboratory and field tests to dismemberJ11.ent for additional 
analysis and study. Forty-five tires per 1veek are made at the 
laboratory for testing purposes. * 
Nylon tires made an appearance on several ne\,r auto-
I!lobiles in 1956. Chrysler Oorporation has assumed an active 
role in equippins its new automobiles with nylon tires. Two 
Ohrysler Division models were equipped with nylon-cord tires 
as standard equipment in 1956. 
Nylon tires have had a spectacular acceptance. Today, 
all major American air lines use nylon cord 100% on all tires 
of their airplanes, even for lighter planes. In the United 
States, truck-tire manufacturers have 155 brands in their lines. 
~orne of the reasons for the increased use of nylon 
are as follows: 
* 22, p.58. 
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(1) It is strong. Lighter tires that run cooler are 
p-ossible. 
(2) Nylon has greater resistance to bruises and 
impacts. It practically eliminates the possibility of i~pact 
ft=~.llure and blowouts from bruises. 
(3) It has heat resistance far beyond. the tem.:_)erature 
normally met in a tire. 
(4) N;ylon retains high strene;th even when moisture 
is present. The cord will not rot if water seeps into cuts 
in a tire. 
(5) Even with severe service, nylon tires offer 
safety and economy. 
Police officers and other people who frequently 
travel long distances at high speed are insisting on nylon tires. 
During the past tv-ro years, the undesirable features 
of early nylon tires, such as grovrth, have been pra;ct ically 
eliminated by the development of new stretching techniques. 
This same treatment has also reduced the amount of nylon 
needed in a tire, thereby reducing the cost per tire. 
Tire distributors cla.i.n that any fabric used in 
today's tires is better than the tread; long before the fabric 
is damaged, the tread will wear out. Accordingly, they do not 
push nylon-cord tires on their customers. Their claim is that 
rayon cord is good enough for average drivers.* 
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Nylon's capabilities have been more than proved in 
large off-the-highway truck tires. Today, over-the-road fleet 
operators and passenger automobile users have expressed much 
interest in the advantages of nylon over rayon. 
The Textile Fibers Department of Du pont in \filming-
ton, Delaware tested for' nearly tw·o year3 t!:1e service provided 
by nylon and rayon tire cords on a taxicab fleet. The results 
of the testing program 'ltvere completely impart iaJ_ since the 
company produces both nylon and rayon fabric. The main objec-
tive of the tests 1vas to determine the best tire cord per unit 
of value, both for safety and mileage. 
In 1955, the test program was established with a 
taxicab fleet to compare regular size 6.70xl5, four-ply, black 
sidewall, tube-type rayon versus nylon passenger tires from a 
major tire manufacturer. A i'lilmington fleet was selected 
because it represented a means of scrutinizing the performance 
differences of tires in a relatively high mileae;e operation. 
Orie;inally, ~54 nylon and 34 rayon tires were mou!lted 
on 17 taxicabs, each cab equipped with t1.;0 nylon and t"trTO ra~ron 
tires. D..l.ring the testing period, seven nylon and six rayon 
tires were dismounted at intervals for purposes of laboratory 
study. On the 27 nylon and 28 rayon tires that remained in 
service, complete performanc·e data 1-1ere derived. 
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The following observations 11\fere made by Du pont 
engineers at the completion of the tests: 
(1) After 21 months of service, the average nylon 
tire life was original tread plus 4.3 retreads. With 70% of 
the nylon tires still in service, it is likely that more than 
5 retreads will be the final average tire life. 
(2) All rayon tires had failed within the 21 month 
period with an average tire life of original tread plus 2.1 
retreads. 
(3) The cost per 100 miles for each nylon tire was 
~ J' 8 w0.071 versus a final rayon tire cost per 100 miles of ~o.o 2. 
With the 70% nylon tires still in service, the cost per mile 
for nylon tires will be still further reduced. 
(4) Nylon tires accumulated 73% more miles than the 
rayon tires. Nylon tires had fewer failures except from human 
error, repair failure or because the tire 'l'ras run until it 
was completely worn out. 
If the taxicabs used all nylon tires in the test, an 
average saving of at least $29.42 per taxicab per year would 
have been realized as compared with rayon tires. 
The degree of difference between nylon and rayon 
tires will vary for different automobiles and fleet operations. 
The results of the Du pont test would vary with such items as 
tire size, road conditions, road surface, automobile weight, 
driving speed, new tire and retreading costs.* 
Tables VI, VII, and VIII give the statistical 
breakdown of the results of the Du pont test. 
* 23, pp. 43, 76. 
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TABLE VI 
CO:tviP ARAT IVE TIRE COST PER ONE HUNDRSD MILES 
Description 
New Tire Cost 
Cost per Retread 
Number of Tires in Test 
Total Number Retreads Obtained 
N;ylon 
$ 23.21 
$ 7.00 
27 
116 
Total Tire Cost $ 1,438.67 
Total Tire l>Ules 2,012,150 
Cost per One Hundred Miles $ 0.071 
Ra;yon 
$ 19.53 
$ 7.00 
28 
58 
~ 952.84 
~,163,103 
$ 0.082 
Source: 11 What is the Best Tire Cord for Safety 
and Value?" Automcrtive Industries, vol. 116, 
no. 5, March 1, 1957, p. 43. 
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TABLE VII 
CAUSE OF TIRE FAILURES 
Nylon Tires 
(in units) 
Retreading 
Original 
Tread 1st 2nd 3rd 4th 5th Total 
Fiber Failure 
Impact Breaks 2 2 
Flex Breaks 0 
Ply Separation 0 
Cut 1 1 2 
Human Error 0 
Repair Failure l I 2 
Run 11orn Out l l 2 
Total l 2 2 0 0 3 8 
Rayon Tires 
(in units) 
Fiber Failure 
Impact Breaks l 5 6 l 2 1 16 
Flex Breaks 1 1 2 
Ply Separation 1 2 3 
CUt 3 3 
Human Error 0 
Repair Failure 1 2 1 4 
Run Worn Out 0 
Total 4 6 9 4 3 2 28 
Source: 11 What is the Best Tire Cord For Safety and Value?" 
Automotive Industries, vol. 116, no. 5, Harch l, 1957, p.43. 
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TABLE VIII 
TIRE FAILURES VERSUS RETREAD~ 
N:ylon 
Retreads 
Original lst 2nd 3rd 4th 5th Total 
Tread 
Number of Tires 27 26 24 22 22 22 
Failures-All Causes 1 2 2 0 0 3 8 
Fiber Failures 0 0 0 0 0 2 2 
Tires Runnine; 19 
Rayon 
Number of Tires 28 24 18 9 5 2 
Failures-All Causes 4 6 9 4 3 2 28 
Fiber Failures 1 5 6 2 2 2 18 
Tires Running 0 
s-ource: "What is the Best Tire Cord for SafetJr and Value? 1t' 
Automotive Industries, vol. 116, no. 5, Harch 1,~1957, 
P'· 43. 
Additional results in a laboratory test conducted 
at Du pontts Industrial Products Research Laboratory revealed 
that nylon cord tires will withstand 10 to 15 miles per hour 
higher speed than either Dupont's laboratory-built tires 
using "Super Cordura" high tenacity rayon yarn or commercially 
produ.c,ed cord tires. Further, nylon cord tires have 2 to 2! 
times as much carcass strength as rayon cord tires, both 
before and after service of 24,000 miles on the Texas fleet 
(presumably a fleet of taxicabs), indicating excellent resis-
tance to flex fatigue. Laboratory tests established the 
bruise resistances of nylon cord tires to be from 6 to 20 
times as good as rayon cord tires. This data would suggest 
that nylon cord tires should give more dependable service than 
rayon cord tires. * 
Are Nylon Tires Better Than Rayon? 
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T'ires made of nylon cord resist bruise breaks and 
fatigue failure better than rayon tires. But they do cost 
more. Yn1en inflated they have a tendency to stretch more than 
a comparable rayon tire would. The nylon tire will grow 
slightly larger for the first 10,000 niles. Hence, the outside 
of the tire is susceptible to strains and e;roove cracking. 
Further, a nylon tire 1.,rears out faster than a rayon tire. 
Nylon tires develop flat spots if the car stands still for a 
lengthy period, particularly in the wintertime. Accordingly, 
* 24, pp. 38, 40. 
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the tire will bump for a few miles until the tire warms up. 
This does not cause any permanent damage. In addition, nylon 
tires are slightly noisier than rayon tires. 
Some nylon tires can be recapped more often than 
rayon tires. Under high heat, loads, and speed, the heavier 
tread rayon tire may be troublesome, whereas the nylon tire 
may have several recaps before it wears out. 
Very few nylon passenger tires ever blow out. A. 
four-ply nylon tire provides better service, cooler-running, 
and a softer ride than a six-ply rayon tire. Rayon tires will 
ah'lays have a market so long as nylon remains comparatively 
more costly than rayon. 
A four-ply wire tire is stronger than a twelve-ply 
nylon or rayon tire. And it costs more. A disadvantage of a 
wire tire is that it has to be run at higher inflation 
pressures to prevent flexing, the cause of fatigue failures 
in the 1..,rire. * 
The preeeeding dis-c-ussion on rayon and nylon tires 
dealt with the Du pont laboratory tests. No1.,r, we 1-,rill discuss 
,.,hat Consumers Union has uncovered relative to the merits of 
rayon and nylon tires and the ratings of some of the leading 
brands. 
* 20, PP• 41-43. 
The tests conducted by Consumers Union 1-1ere 
controlled in-service and laboratory tests of first line 
automobile tires -- that is, the best quality tires offered 
by a manufac-turer exclusive of his premium tires. 
Eight major brands were used in the test and 
included both nylon and rayon cord tires, as well as tube 
and tubeless -- all in the 6.70xl5 size. Since 14-inc,h 
wheels are a fairly recent innovation and 15- inch 1~heels 
constitute by far the largest portion of the replacement 
market, the study was confined to 6.70xl5 tires. 
Objectives of CU Test 
(1) A comparison ·or the tires in tread 1 ife --
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a measure of expected mileage before the tread grooves start 
to disapp)ear. 
(2) Tire ranking in carcass toughness -- a measure 
of their ability to resist blowouts precipitated by carcass 
failure. 
(3) The distinct differences, if any, between 
tires of different tread patterns in their ability to halt 
an automobile under "panic stop"'' conditions. 
(4) The resistance to expansion of any small cuts 
and nicks in the tire treads. 
(5) Comparison of nylon cord tires with rayon 
cord tires. 
(6) The advantages, if any, of ne'" tubeless tires 
over the tubed-type. 
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Heretofore, most motorists were not ,.,illing to pay 
a premium price for the sake of getting a nylon tire over a 
rayon tire. But now the price differential has been reduced 
considerably so that in many brands only about $1.50 or so 
separates the t,.,o types, and this differential is at the list 
price level. 
While it is true that the results of CU 1 s tests 
indicate that rayon e-ord tires have improved greatly in car-
cass toughness over the last 5 years, the same can be said 
for nylon eords -- and, the nylon tire is unquestionably the 
tougher breed. This explains, in part, the huge inroads that 
nylon has made over rayon in the tire replacement market. 
The tests of present-day nylon tires covered several 
thousand miles of road use for each test sample. Nylon tires 
did not tend to inerease more in diameter than the rayon tires 
tested. .Nor was there any significant tire "'thumping"' under 
the cool weather conditions met in the tests. But neither did 
the test reveal a sup:erior heat dissipation c:laimed for nylon. 
a factor that eould possibly result in longer tire life. Both 
nylon and rayon tires of the same brand had mueh the same 
tread life. 
Tubed versus TUbeless 
All eight tires tested are available as tubeless 
tires. One manufacturer, General, has ceased to make a 
first line tubed-type tire. The tubeless tires possessed 
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no advantages in carcass toughness or in tread life expectancy 
over the first line tube tires of the same manufacturer, 
measuring the comparable rayon and nylon cord versions against 
eaeh other. 
These tubeless tires tested are not the same as 
"safety11 tubeless tires. They are not puncture-sealant. Nor 
do they have double-chamber construction where the inner 
chamber retains air even if the carcass is ruptured, thus 
reducing the danger of a blowout. Only the higher-prieed 
premium tubeless tires possess the feature of double-chamber 
construct ion. The tubeless tires tested cost about the s arne 
as tubed-type tires of similar quality o 
The tests further revealed that no air was lost 
from the tubeless tires as a result of diffusion through the 
rubber, possibly because the inner liners had some butyl 
rubber, normally used in tubes, and which allows very little 
air to diffuse through it. 
One half of the total samples of each model were run 
for 1600 miles at low pressure to reveal any weaknesses in 
tubeless construct ion (i.e o, separation of tree"d, separation 
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of inner liner). No vveaknesses were uncovered. Furthermore, 
all the tires, tubed and tubeless, were run at full pressure 
in ~revious road tests of 3200 miles and no troubles developed. 
Consumers Union stresses the fact that these tests 
do not necessarily prove that tubeless tires are free durin~ 
their life span from a tendency to develop difficulties not 
found in tubed-type tires; all that is established is that no 
such tendency was uncovered in CTJ's road tests which covered 
almost 25% of the full tread life of the tires, and did not 
include the effects of long-term aging, flexing, and bumping 
of curbs '1-'rhich might affect them. 
c·onsumers Union's Test Procedure 
Actual road tests under carefully controlled condi-
tions and laboratory tests ,.,ere the test ;>rocedures used. 
The nethods employed in the actual test procedures are 
advocated by the National Bureau of Standards and are employed 
in the government's own purchase specifications for tires. 
Four 1957 Oldsmobiles 1-rere used for the road tests. 
Brakes were adjusted, wheel alignment checked, and tire and 
wheel assemblies carefully balanced. The automobiles' wheels 
couJ.d not accomodate 6.70xl5 tires and, hence, special wheels 
,.,ere used. 
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Of the 25 models of tires included in the ratings, 
two or more samples of each were tested; all were standard 
four-ply, black-wall tires. In the tread 5rooves of each 
tire were made twelve small cuts of controlled length, depth, 
and position. In the tires tested, no appreciable cut growth 
was noted. 
Prior to testing, each car '"as loaded so as to 
exert on each tire 5% more than the maximum load recommended 
by the Tire and Rim Association. (Many of present-day cars 
are overloaded with passengers and luggage.) 
Daily for 16 days each car travelled on tN·o 400-mile 
test runs held at 60 miles per hour b;y experienced road-testing 
drivers. After each 400-mile run, the 16 tire-and-wheel 
assemblies were removed, and, while another class of 16 was 
being road-tested, the first group rras washed and dried, de-
flated, and carefully weighed to establish the loss of tread. 
Each tire ,,,as civen 8 such cycles of road ''rear and weighing, 
and was, during each of its runs, mounted in a different '"heel 
position. A pre-set pattern established the rotation of 
positions and enabled the testers to gle~n a max1mum amount of 
information from this study, as well as to allm'l for differ-
ences in wheel positions, and to determine the accuracy of the 
results by statistical analysis. 
A measure of the rate of tread loss, in terms of 
weie;ht loss, was assured by the road tests. The National 
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Bureau of Standards has proven that weight loss is a more 
reliable measurement of tread loss than a measurement in 
terms of loss of tread depth. After the 3200-mile road test, 
each tire was abraded on a special grinding maehine until 
the first tread-groove disappeared. From the two factors, 
total weight of tread removed and rate of tread loss during 
the 3200-mile road tests, the effective tread life of each 
tire was then computed. 
Severity of CU's Tests 
These road tests were severe and produced a 
relatively high rate of tread-wear. High-speed operation on 
a rough-surfaee road was one of the considerations and 
eonditions of the test. It is probable that, under normal 
use, the tires would have a longer tread-life than the test 
results shown here. But the results do form a reasonably 
accurate account of the relatiY!, tread-life expectancy of 
each tire. 
The durability of tires of the same brand but 
different sizes will differ. The ratings to follow apply only 
to the 6.70xl5 tires tested and have no applicability to 
brands in any other size. 
A rupture of the tire carcass often produces a 
blowout; the tougher the carcass, the greater the p~tection 
against this mishap. For this safety factor, each tire, after 
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it had been abraded, was submitted to a plunger test of carcass 
toughness. A. hydraulic press forced a 1!-ineh rounded steel 
rod through the inflated tire carcass, and the energy needed 
to rupture the carcass was computed. This procedure was com-
pleted at various points on eaeh tire. The nylon cord, without 
exeeption, proved to be considerably tougher than any rayon 
counterpart. 
mlereas all the rayon tires exhibited muc-h the same 
carcass toughness, the nylon tires, on the other hand, ranged 
from 160% tougher than rayon (Goodrich and ?irestone) to only 
70% tougher (Sears)~ 
Perhaps the most important point to note about these 
tests is this: CU greatly emphasizes carcass toughness, and 
considering the fact that nylons, in most brands, are· only 
slightly higher in cost, their added safety margin merits 
them first consideration by the c-onsumer. 
Panic stop distance is the distance covered by a car 
when the driver slams on the brakes and the car skids to a halt. 
The results of the panic stops reveal minor differences. stop-
ping effectiveness from all the tire models tested is about the 
same. 
cronsumers Union uncovered, in previous tests, these 
results on first line tires: 
(1) No difference in carcass toughness when 
compared to second line tires. 
84 
(2) On the average, about 30% greater tread-life 
expectancy than the second line tires 2f the ~ manufacturer. 
The price survey ine.luded three classes of retail 
outlets -- authorized dealers, garages and service stations, 
and large independent outlets selling many brands. Consist-
ently lower prices were not discovered in any one type of 
outlet as compared to any other. Prices even varied among 
outlets of a similar type as among those of different types. 
These findings reveal that it would be worthwhile 
to shop around.* 
* 25, pp. 258-263. 
TABLE IX 
RATINGS OF FIRST LINE AUTOMOBILE TIRES 
Brand and Model 
B.F. Goodrich Deluxe 
Silvertown (B.F. 
Goodrich Tire Company 
Akron, Ohio) ## 
Wards Rivera ide 
Super Deluxe 
c-at. No. 64A4117MB 
cat. No. 64A4317MB' (Montgomery Ward) ## 
Acceptable Nylon Cord Tires 
Type 
List 
Price 
Average 
Retail 
Price 
Tube $30.47 $27.59 
Tubeless 34.44 31.90 
Tube 18.65# 22.85 
Tubeless 2~.13# 26.05 
Tube 30.47 27.40 
Average 
Tread 
Life 
27,500 
25,500 
Tougher 
Than 
Rayon 
Tires by 
160% 
110 
Firestone "500" 
(Firestone Tire and 
Rubber Company, 
Akron, Ohio) 11# Tubeless 34.49 31.29 24,300 160 
Sears Allstate 
S Uent CUshion 
Cat. No. 95H03066K Tube 
c-at. No. 95H03063K Tubeless (Sears, Roebuck) 
US Royal Safety 8 
(US Rubber COmpany Tube 
New York crity) TUbeless 
Goodyear Custom 
Super CUshion (Goodyear Tire and 
Rubber Company, Tube 
Akron, Ohio) Tubeless 
Gener~l Nygen (5 Star) 
(General Tire and 
Rubber a.ompany, Tubeless 
Akron, Ohio) 
19.65# 23.42 
22.38# 27.23 
30.47 27.33 
34.49 30 .. 59 
30.47 28.61 
34.49 32.21 
37.54 37.04 
21,_.500 70 
20,300 110 
18,300 110 
18,000 110 
# c-atalog price; add shipping charges. Prices and catalog 
numbers are for blackwall, size 6.70x15 tires and include 
Federal ~xcise Tax. 
## These tires merit first consideration. 
Souree: "Report on Automobile Tires, Rayon and Nylon, Tube and 
Tubeless," Cbnsumer Reports, May, 1958, p. 263. 
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TABLE X 
RATINGS OF FIRST LINE AUTOMOBILE TIRES 
ACceptable Rayon Cord Tires 
Brand and Model 
B.F. Goodrich 
Deluxe Silvertown 
Atlas Plycron 
CUshionaire 
( A'tlas Supp:ly 
c-ompany, Newark, 
New Jersey) 
Firestone 
Deluxe Champion 
Wards Riverside 
DeLuxe 
C'at. No. 64Alll7MB 
O"at. No. 64Al317MB 
US Royal Safety 8 
Goodyear CUstom 
Super CUshion 
General (Five Star) 
Type 
Tube 
Tubeless 
Tube 
Tubeless 
Tube 
Tubeless 
Tube 
Tubeless 
Tubeless 
Tube 
Tubeless 
Tubeless 
List 
PI-ice 
$29.12 
32.89 
29.12 
32.94 
29.12 
32.94 
14.65 # 
16.13 # 
32.94 
29.12 
32.94 
35.84 
Average 
Retail 
Price 
$24.40 
29.79 
28.94 
33.23 
25.34 
29.14 
17.49 
20.49 
28.72 
24 •. 16 
30.00 
34.23 
Average 
Tread 
Life 
27,500 
26,800 
24,300 
21,600 
20,300 
18,300 
18,000 
# c-atalog price; add shipping charges. All the rayon cord 
tire carcasses were about equal in toughness. 
86 
Source: "Report on AUtomobile T~ires, Rayon and Nylon, Tube 
and ~ubeless," ttonsumer Reports, May, 1958, p. 263. 
Thus far, the Du pont and eonsumers Union tests 
have established a higher incidence of favorable factors for 
nylon cord over rayon cord. The danger of accepting these 
results without question ean be appreciated when the reader 
follows the results of tests conducted by eonsumers Research 
(not to be confused with Oonsumers Union). These results 
are presented in the pages to follow. 
Tests conducted by Consumers Research show that 
a nylon cord tire is not only more expensive but gives the 
buyer less weight of finished rubber and fabric per dollar. 
They hasten to add, however, that no inference should be made 
that nylon is without merit in tire construction; nylon is a 
good tire material, but it does possess some faults not found 
in its rayon counterpart. 
One of these faults, "morning thump," has already 
been mentioned. But their tests do provide one additional 
point. There is a basic engineering principle that where 
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there is noise there is wear. Thus, wherever the flat spots of 
"morning thump" occur there will be greater wear at these 
points in the tire. Eventually, the flat spots will have 
traversed the entire tread of the tire and, thus, these will 
have increased the wear, more so than should normally be 
expected. 
Nylon tire manufacturers insist that nylon has 
superior resistance to blowouts and d~age due to impacts 
against curbs, projections in the road, and the like. Tests 
for these claims have been carefully made under controlled 
conditions and compared with rayon tires. The results of the 
tests reveal that nylon tires do not have the claimed superi-
ority. In fa~t, both types showed comparable performance 
under severe test conditions. Both types withstood 20, 40, 
and 60 mile per hour impaets against a granite block rising 6 
inches above the surface of the road, equivalent to speeding 
at 60 miles per hour over a curb of that height. The tires 
were carefully dissected after each impact test and the cords 
analyzed. No failures in a single cord of either type were 
discovered. These tests would suggest that neither type, 
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nylon or rayon, can claim superior resistance to damage by 
irnpaet against road projections and other obj eets. Additional 
tests did not substantiate the claims of superior impact 
resistance of nylon tires under hot weather conditions or tires 
heated by high-speed driving. 
The two types of tires were heated by one-hour road 
runs at 80 miles an hour, followed by five minutes of high-speed 
driving in tight turns, before impacting a curbing. Just prior 
to the impacts, surface temperatures of the tires were found to 
be nearly 270° F. 
Each brand of tire differs in strength characteristics 
according to the differences in design, materials, and 
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manufacturing practices. Once again, the author would like to 
remind the reader that no standards have been established that 
assure tire purchasers they will receive equal value when they 
select a brand of tires or that one tire at a higher price will 
be better than another 2! ~ ~ brand at a lower price. 
Motor Vehicle Research Laboratories, South Lee, 
New Hampshire, conducted the tests using two each of five 
leading brands (Firestone, Goodrich, Goodyear, u.s. Royal, 
and Wards) and grades of both nylon and rayon first line tires. 
These tires were subjected to rupture resistance or static 
strength tests. Each tire was mounted on a conventional rim 
and inflated under the same conditions until tire failure 
was noted. 
To pass this test the tire should be able to with-
stand a bursting pressure equal to 10 times the pressure at 
which it normally operates. A 6.70xl5 tire, for example, 
is inflated to 24 pounds per square inch. To be acceptable, 
then, this tire must be able to withstand a minimum of 240 
pounds per square inch before f&~lure. (In testing bead 
construction in tires in the industry, ten times normal pres-
sure is standard.) The great majority of the tires tested 
did successfully w·ithstand the pressure test before failure 
finally oacurred. 
The B.F. Goodrich Silvertown DeLuxe rayon tire was 
found to be the strongest of all brands of first line tires 
tested. This tire was also stronger than a nylon cord tire of 
the same make. The tests revealed that nylon fiber is not of 
superior strength and on this basis its higher price (usually 
about 10%) is not justified. The tests also showed that nylon 
stretched far more than a rayon tire. 
During a period of development, there are almost 
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sure to be disappointments and failures. And it is during this 
period that the public pays for the mistakes of manufacturers 
until the product becomes successful. The point being made 
here is no different for nylon. 
Aceording to cronsumers Research, rayon is the best 
tire-building material at the present time. 
~onsumers Research feels that motorists would be 
better off to buy lower-priced rayon tires, and wait until 
the developmental mistakes of nylon and wire mesh tires have 
been corrected. * 
Summary 
Periodically, c-onsumers Union conducts tests on 
automobile tires. Sometimes the same brand tire and level of 
quality is tested at different periods. The reader should note 
here that the quality of a tire, although good or excellent 
today, or this year, may not have been good a year ago. In a 
like manner, the opposite may be true. For example, the wa~ds 
Riverside DeLuxe 6.70xl5 tire (Catalog Wo. 64Alll7MB), was 
* 26, pp. 2, 18-20. 
shown by Consumers Union in the May 1958 issue of Consumers 
Reports to be an acceptable tire. This same tire, back 1n 
September 1953 when cronsumers Union tested it, was rated as 
below average in expected tread life and carcass strength. * 
We can find little fault with the testing procedures 
used by Consumers Union if the -tests are conducted under the 
carefully controlled conditions claimed. One major criticism, 
not of the tires themselves, but of the scope of the tests 
should be brought out: only the major tire brands are tested, 
rarely the lesser known brands. The fact that certain brands 
are not advertised extensively and consequently are less known 
should not preclude the possibility that these brands or any 
one of them are not better or comparable in quality than the 
major brands. This assumes, of course, that all brands, major 
and minor, are subjected to the same tests. 
We have noted that not all the tests conducted on 
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nylon versus rayon revealed the same results. Acc·ordingly, we 
are cognizant of the danger in drawing irrefutable conclusions. 
But we feel that it is reasonable to assume that, at the present 
time, the predominant evidence would suggest that nylon fiber 
• 
makes for a better cord in automobile tires; but, at the same 
time, we should not infer from this that rayon is not a good 
tire fabric. FUrther, we feel that the same logic could be 
applied to the advantages of tubeless tires over the tubed-type. 
* 27, p. 379. 
Guarantees and Adjustment Policy 
In this section, we have selected different 
guarantees offered by the tire manufacturers in order to 
compare the protection they afford to the consumer. 
The standard guarantees offered by the tire 
manufacturers or large retailers, such as Sears Roebuck 
crompany and Montgomery Ward ~ompany, vary in many respects. 
For most tires and tubes the standard guarantee is the so-
called "lifetime guarantee" against defects and workmanship 
and material without limit ~ to time 2t mileage. The reader 
should pay strict attention to the underlined words because 
there is an important distinction between a "lifetime 
guarantee" and a "road hazard guarantee." 
Some of the guarantees are as follows:· 
(1) 20-month guarantee against road hazards 
Allstate "20" Silent c·ushion. 
(2) 18-month guarantee against road hazards --
Atlas Grip-Safe Cushionaire 
(3) Liberal guarantee without time limit --
Ward's Rivers ide Super DeLuxe Air Cushion 
(4) Guarantee only against defec:ts in workmanship 
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and materials -- Firestone DeLuxe Champion, General ~af-T Miler, 
Goodyear Super Cushion D'etux:e, u.s. Royal 8. 
(5) 12-month guarantee against road hazards 
Federal Air Wing (Tidewater Associated Oil Company.) 
Under the lifetime guarantee, the manufacturer 
through his dealer has sole power to decide whether he will 
repair the tire or make a reasonable allowance on the purchase 
of a new tire. The B.F. Goodrich Company, however, issues 
n2 written guarantee at the time of sale, because the company 
feels its program is understood by all franchised dealers 
and retailers. Unfortunately, the one person who needs to 
understand this program the most is the consumer. He may not 
know whether the tire is guaranteed or not. Undoubtedly, 
this policy helps to keep claims to a minimum. Other manu-
facturers have much more liberal guarantees. * 
We will now examine some of these guarantees in 
more detail. The Goodyear Tire and Rubber Company's lifetime 
~ guarantee, extracted from a Claim Form for Passenger Car 
and Farm Tires, is as follows: 
1. Every tire or tube of our manufacture, 
bearing our name and serial number, is 
guaranteed to be free from defects in 
workmanship and material without limit 
as to time or mileage. If our examina-
tion shows such tire or tube has failed 
under the terms of this guarantee, we 
will either repair it or make a· reason-
able allowance on the purchase of a new 
tire or tube. 
2. This guarantee is made for the exclusive 
benefit of the owner actually using 
these products, is not assignable, and 
no e~aim hereunder will be recognized 
unless submitted on our standard claim 
form duly filled out and signed by 
such owner. 
* 11, pp. 11-12. 
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3. There is no other warranty or liability, 
express or tmplied, applicable to these 
produets. No representative has authority 
to make any representation, promise, or 
agreement except as stated herein. 
Therefore, Goodyear''s guarantee protects the 
purchaser only to the extent that the tire is free from 
defects in workmanship and material without limit as to time 
or mileage. There is nQ road hazard guarantee (i.e., 
guaranteed against stone bruises, blowouts, rim cuts, or 
other road hazards which might make the tire unserviceable 
in normal passenger car operation). The purchaser assumes 
responsibility for the operational serviceability of the 
tire except to the extent already indiaated. 
The lifetime guarantee of the United States Rubber 
c-ompany, as extracted from its Standard Claim Form, is the 
same as paragraphs one and two of Goodyear's guarantee except 
that this provision is added: 
Under the conditions of this Guarantee, 
the determination of a reasonable allowance 
on the purchase of a new tire will be based 
on physical measurement of the tread depth 
remaining. 
The resulting adjustment charge does not 
include charges for: 
Transport at ion 
Local sales tax, if applicable 
Uealer services such as mounting and 
balancing 
A higher-priced item accepted as 
replacement 
SUch additional charges, if any, shall be 
borne by the c.wnsumer. 
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Under this arrangement the purchaser pays for the 
amount of tire tread used or eonsumed during operation of the 
tire. The tread remaining is determined with a tire depth 
gauge and an allowanc-e is made toward the purchase of a new tire. 
The guarantee of the Armstrong Rubber Company is 
substantially the same as G"oodyear''s. That is, the tire is 
unconditionally guaranteed to.be free from defects in workman-
ship and material without limit as to time or mileage. 
However, the Armstrong Rubber crompany offers an 
additional guarantee called The Road Hazard Guarantee: 
Every passenger tire of our manufacture 
bearing our name and serial number, is 
unconditionally guaranteed against stone 
bruises, blowouts, rim cuts, and any and 
all road hoards which might plaee it out 
of service when used in normal passenger 
e·ar operation. 
Tires punctured, abused, run flat, or 
simply worn out, stolen or damaged by 
fire, wrecks or collisions are not subject 
to replacement. This guarantee does not 
cover consequential damages and the 
liability of the manufacturer is limited 
to replae:ing the tire covered by this 
guarantee with & new tire of like size and 
type, the customer to rec-eive credit for 
the unexpired normal life of the tire as 
determined by the depth of the original 
non-skid tread design remaining on the 
tire in aceordance with the stipulations 
herein set forth. 
This guarantee gives two-fold protection. It gives 
the purchaser the guarantee not only against defects in work-
manship- and material but also against the many road hazards 
the consumer may encounter. True, some exceptions are outlined 
but this guarantee gives more protection to the consumer than 
can be expected from Goodyear or u.s. Rubber. 
Until February, 1959, the policy of the Lee Rubber 
and Tire crorporation was to guarantee ita tire against all 
road hazards, the adjustment to be based on a time basis or 
time the tire was in use. However, in February, the company 
has a new guarantee policy which it has issued to ita dealers 
and, insofar as is now known, will be the effective policy 
from this date. This company's guarantee,taken from ita 
Guarantee Certificate, is as follows: 
The Lee of cronehohocken passenger tire 
described above is guaranteed for the 
lifetime of the original tire tread 
against defects in workmanship- and 
materials and against all road hazard 
damage such as blowouts, cute and bruises. 
The guarantee does not cover tires that 
have worn out; have been underinflated 
or run flat; that have been improperly 
mounted; repair of tires that have been 
punctured; tires used in taxi cab or 
common carrier bus service;~ replacement 
of tire if lost or stolen; tires damaged 
by fire or aollision or any consequential 
damage. Thi-s guarantee does not cover 
repair or replac-ement of tubes under any 
t!'ire·umetancee. 
The liability under this guarantee is 
limited strictly, at the op-tion of the 
Lee dealer, either to repairing the tire 
without charge or to replae·ing it with a 
new Lee tire. If eo replaced, the 
customer shall p~ only for the service 
received. cromputation of the replacement 
charge is based upon the average unused 
original tread design depth and the price 
of the tire and Federal EXcise Tax as 
shown in the current Lee Suggested Resale 
Price List. 
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The average unused original tread design 
depth is obtained by measuring the groove 
closest to the e:enter or the tire in at 
least four different places around the 
circumference. 
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This company's guarantee is similar to the one given 
by the Armstrong Rubber Company that is, both a lifetime 
and a road hazard guarantee. 
The important points to remember about guarantees 
and adjustment policies are as followst 
(1) Guarantees may be only lifetime guarantees or 
both lifetime and road hazard guarantees. 
(2) The reader should bear in mind the important 
distinctions between the two types of guarantees. 
(3) Adjustments on tires, whether by measuring 
tread depth or on a time basis, are almost always made on the 
manufacturer's suggested list price which m!I or may not be 
the s·ame as the current regular selling price in the trading 
area involved. The consumer will be obliged to pay more for 
the adjustment if the manufacturer's suggested list price is 
the higher of the two. It is this policy which the FTC' seeks 
to clarify in Guide 9 of its Tire Advertising Guides. These 
GUides are discussed in detail in a later section. 
(4) Obnsumers should investigate the guarantees 
offered by the manufac.turers to determine if they afford 
maximum protection. 
Manufacturers' Passenger Tire Line Charts 
. Table XI on pages 101-108 shows the various brands 
of tires produced by the tire manufacturers in the United 
States. The divisions are by brand name and line; that is, 
premium, first line, super line, and economy line. 
~ would like to caution and apvrize the reader 
of the following facts: 
(1) No national or industry-wide standard exists 
to whieh tires must conform and by which they may be compared. 
(2) The manufaeturer has the option to p'!'oduce any 
type or quality of tire he chooses and to call his tires by 
whatever name he seleets to specify his different lines of 
tires. 
(3) One may assume that tires listed as premium 
cost more than first line, first line more than second line, 
etc. But one cannot assume that all premium tires cost the 
same or are equal in quality, or that first, second or third 
line mateh each other in quality, even though they are 
similarly prie·ed. Some first line nylon constructions may be 
listed as premium. 
(4) The information contained in these charts is 
subject to change by manufacturers without notice. 
The sources for this information are considered 
reliable and, consequently, the charts are in a large measure 
considered accurate. 
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s·ome of the dec,eptions that can be noticed are the 
following: 
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(l) The terms "'super line" and "economy line" 
represent second and third line tires respectively. Just why 
they are specified as "super" and "economy" lines is not clear. 
But the term "super" would suggest to a reasonably prudent and 
cautious purchaser that a manufacturer's tires in this line 
are of better quality than the same manufacturer's first line 
tires. This is not true. 
(2) Dec-eptive designations of tires in the economy 
line are these: Firestone Super Champion~ Goodyear Super 
aushion, cro-op DeLuxe Cushion, Gillette Ambassador, Kelly-
Springfield Super Flex, Mohawk CUstom Chief. 
(3) Deceptive designations of tires in the super 
line are these: Firestone New DeLuxe Super Champion, Goodyear 
UeLuxe Super Cushion, u.s. Royal DeLuxe, Kelly-Springfield 
Prestige, and the Miller Imperial and Miller Super Service. 
We have selected these examples from the charts 
to reveal that tires branded with these designations are 
misleading and deeeptive as to the goodness of the quality of 
that manufacturer's tires as compared to higher level tires 
1n the same manufacturer's line. In many eases higher sounding 
names are used for lower levels of tires that suggest or have 
the tendency to suggest these tires as being equal to or better 
in quality than the corresponding manufacturer's higher level 
tires. 
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Then too, manufacturers may shift their tires to 
different levels without notice. For example, the B.F. Good-
rich Trailmaker was designated as a premium tire on the 1957 
Charts; on the 1958 Charts it is a first line tire. Normally, 
the consumer is not aware of these changes since the charts 
are not gener~lly distributed to consumers. Manufacturers, 
de&lers, and distributors use the Oharts to assist them in 
conducting their business operations. 
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TABLE XI 
MANUFACTURERS' PASSENGER TIRE LINE CHARTS # 
L.istings Are For Rayon-Tubeless Construction, 
Unless Otherwise Noted 
Brand Premium First Line Super Line Economy 
Firestone Supreme Nylon DeLuxe Champion New Super (w·only) (W) (T) DeLuxe Champion (N only) Town & Country Super (T only) 
~W) (T) (N) O'hampion 
t soo"~lon (W)(T) (N) (W} (T) (N only) 
Goodrich Life-Saver(W) DeLuxe Silver- DeLuxe Safety-a 
Life-Saver town (W) (T) (N) (W) (T) (N) (T only) 
Silvertown(W) Trailmaker (N only) (W) (T) (N) 
Silvertown 125 (W)(N only) 
Goodyear Nylon mue Cfustom Super DeLuxe SUper 
Streak & CUshion (W) ( T) Super Cushion C'aptive-.A:ir (N) CUstom O:ushion (Tube Satety (W)( T) Suburbanite (W) (T) (N) Type (M&S) (W) (T)(N) only) 
Nylon DOuble 
Eagle (W) (T) 
General Dual 90(W) 5 Star Nygen Sat-T- Silent (N only) (W)(N onl}) Miler Grip (Puncture 5 Star (W. (W) (T) (N) (T only) Seal.ing) lf1nter Cleat 
Taxi Special (W) (T) (N) (Puncture 
Sealing) (N only) 
u.s. u.s. Royal u.s. Royal u.s. Royal u.s. Master (W) Satet} 8 DeLuxe Royal (N only) (W)(T. (N) (W)(T)(N) Air u.s. Royal u.s. Royal Ride 140 (W) Y1nteride (Tube (W) (T)(N) type 
only) 
(W) Denotes availability in White Sidewall (T) Denotes availability in Tube Type (N) Denotes avail ability in Nylon 
I Does not represent quality comparisons 
Brand 
ATA 
Amoco 
Armstrong 
Atlas 
C1entury 
TABLE XI (C1ont1nued) 
MANUF A.CTURERS' PASSENGER TIRE LINE CHARTS # 
Listings Are For Rayon-Tubeless Construction, 
Unless Otherwise Noted 
Premium 
Premium Miracle 
DeLuxe --
Puncture Sealing 
Nylon (WW- only) 
Premium Miracle 
(W) (T) (N) 
Premium Silent 
Storm Ki!lS 
(W) (T) (N) 
Taxi Service (T) 
Luxaire (W) 
First L,ine 
A'r is toerat 
(T)(N) 
DeLuxe CUshion 
(W) (T)(N only) 
ftilent Travel 
Mud-Snow ( W) 
Super Heat ... 
master CUshion 
Ride (W)' (T) 
Super Heat-
master (T only) (N) Heatmaster 
Jlud & Snow (T only) 
Plycron 
CUshionaire 
(W)( 1') 
weathergard 
(W) (T) 
O'Ushion Ride 
('W)(T) 
Winter 
Exp1"ess (W) (T) 
Deluxe (T) 
Mud &: Snow 
Stud (T) 
Super Line 
Cushion-
Flex 
(W) (T) 
Armstrong-
Norwalk 
~N only) 
T only) 
Armstrong (T only) 
Grip-Safe 
(W) (T) 
Super 
Service (W) 
( T) 
Olympia-Mud 
&: Snow (T) 
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Economy 
Amoflex (T) 
Cities 
Service 
Milemaster 
(W-)( T)' (N) 
Miler (W) (T), 
(W} rrenotes availability 1n White Sidewall (T) Denotes availability in Tube Type 
(N) Denotes availability in Nylon 
I DOes not represent quality comparisons 
• 
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TABLE XI (Continued) 
MANUF ACTURE:RS' PASSENGER TIRE LINE CHARTS # 
Listings Are for Rayon-Tubeless Construction, 
Unless Otherwise Noted 
Brand Premium First Line Super Line Economy 
Cb-Op CUstom Safety Director Deluxe (W)(T)(N only) (W) (T) (N) CUshion 
Country Squire Traction (T) (W) ('!) (N) Mud & 
Snow (T) 
Cooper Safet1 Yremium ~shion-Ride Deluxe (W)(T (N only) Safeguard (W) (W) (T) 
Weather-Master ('1'') Soft-.lire Safety-
"300" (W) ( T) (T only) Grip (T) 
crorduroy Superib (W) ( T) Universal 
(N onl)) Cruz- (W) (T) (N) 
Air (W ~T) ~N) 
DeLuxe 14 (W)(N) 
Triple Traction ('T) (N} 
Dayton Thorobred Blue Thoro bred Thoro bred Thoro bred Ribbon ( W)- ('T) Premium (Y) (T) (N Flyer (N only) Interurban only) (T only) (W)'(T) (N' 
Thoro bred 
Premium 
(W)(T)(N only) 
Denman Super Safet1 DeLuxe (ELP) Columbia Imperial (ELP) (W) (N (W) (T) (N) (ELP') (W) Super Safety(W) DeLuxe (W)' (N) 
Special Taxi 
Traction Grip (ELP) (W) (N) 
Illnlop Super Gold Cup Sufer Gold Cup; DeLuxe Taxicab (N only) (W (T') (N) (T only) (T) Super Gold Gold Cup 
CUp Silent (Wt(T)(N) 
Traction (W) (T)' 
Gold Seal Premium (N only) (W) 
(W~ Denotes availability in White Sidewall - (T) Denotes 
availability in Tube Type - (N) Denotes availability in Nylon 
# Does not represent quality comparison 
TABLE XI (Continued) 
MANUFACTURERS' PASSENGER TIRE LINE CHARTS # 
Listings Are For RB3on-Tubeless Construction, 
Unless Otherwise Noted 
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Brand Premium First L.ine Super Line Economy 
Federal Safety-Ride 
Flying ".A" (W) ( T} (N) 
Fisk 
Gates 
Gillette 
Gulf 
Hood 
Inland 
Safety-Flight 
(W only) 
(N only) 
Super Silent 
Safety Siped 
(W) (N} 
C'ommando 
(W) ( T) (N) 
Sealmaster 
(W only) 
Safety-Seal 
"400" Puncture-
Sealing (W) (N) 
Mayfair (W) 
Air Wing (W)(T)(N) 
Mud & Snow 
(W) (T) 
Custom DeLuxe 
(W)(T)(N) 
Rancher (W}(T) ( N) 
Mir-Float 
DeLuxe 
(W)(T)(N) 
Air Flex 
(T) 
Fisk 
DeLuxe 
(W) (T) (N) 
Air-
Float 
(W)(T) 
Super DeLuxe Gillette (W}(T){N) DeLuxe 
R.F.D. Traction (W)(T)(N) (W)(T)(N) 
O'rown (W)(T) 
Safety "400" 
(lf)(NJ Super 
Grip DeLuxe 
~W) (T) 
400" Regular (W) (6-Ply 
Nylon) 
Air Glide (W) (T) Winter 
Service ( W)(T) 
He~ Service 
(T) Mud & snow 
St.ud (T) 
DeLuxe 
Cushion 
(W) (T) 
"'400" 
(W)' (T) 
Super 
Service (Tube 
Type 
only) 
Safe 
s·ervice 
(W) ( T) 
Olympia 
Mud-Snow 
(T) 
(W) Denotes availability in Wb.ite Sidewall 
(T) Denotes availability in Tube Type 
(N) Denotes availability in Nylon 
# DOes not represent quality comperisons 
Air-
Flight 
(T only) 
Conquest 
{Tube 
Type 
only) 
Ambassa-
dor 
(T only) 
CUshion (Tube 
Type) 
Arrow 
(T only) 
TABLE XI (Continued) 
MANUFACTURERS' PASSENGER TIRE LINE CHARTS # 
L.ist ings Are For Rayon--Tubeless Construct ion, 
Unless Otherwise Noted 
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Brand Premium First Line SUper Line Economy 
Kaymor Kaymor 
(W) (T) (N) 
K~mor (W)(T) Kaymor 
Safety 
Master 
(W) ( T) 
Winter-
Master 
Kelly- Celebrity O'elebrity 
Nylon Extra (W)(N only) 
Celebrity 
(W) (T) (NJ 
EX:plorer (W}(T) 
Springfield Air-Core 
Lee 
Mansfield 
Mccreary 
Safety (w·only) (N 
only) 
Luxaire (W) 
Ultra DeLuxe (w):(T) (N only) 
S'ilent Trac-
tion (W) (T) 
CUshion Ride (W)(T) Winter 
Express (W) (T) 
DeLuxe (T) 
Mud & Snow 
Stud (T) 
Triple Service Su:p·er Supreme 
(W)(T)(N) (WJ (T) Supreme 
(W) (T) Winter 
Traxion (Nylon 
only) 
(W) Denotes availability in White Sidewall 
(T) Denotes availability in Tube Type 
(N) Denotes availability in Nylon 
# Does not represent quality comparisons 
(W) (T) 
Prestige 
(W)(T) 
s·afe 
Trac 
(T only) 
Advanced 
Super 
DeLuxe (W)(T)(N) 
Super 
Service (W)(T} 
Olympia 
Mud-Snow 
(T) 
Super 
Flex 
(T only) 
Regular 
DeLuxe (Tube 
Type 
only) 
Stag-
hound (Tube 
Type 
only) 
TABLE XI (crontinued) 
MANUFACTURERS' PASSENGER TIRE LINE CHARTS # 
Listings Are For Rayon-Tubeless Construction, 
Unless Otherwise Noted 
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Brand Premium SUper Line Economy 
Michelin 
Miller 
Montgomery-
Ward (Riverside)' 
Michelin X 
Semi Metalic (Tube Type 
only) 
Safety-
Guard 
Imperial 
Puncture-
Sealing 
(W) (N) 
Michelin 
Standard 
(W) (T) 
Safety 
Im:perial 
(W) (N) 
SUper Gri:p 
DeLuxe (YJ (T) Imperial 
Regular (W) 
(6·Ply Nylon) 
SU:per DeLuxe 
(W' (T)(N only) 
DeLuxe (W) (T') 
Powergrip (W) 
(T) 
Im:perial. 
(W) (T) 
Super 
S'ervice (Tube 
Type 
only) 
War6 
Riverside 
Mobil Premier 
(W)('r)(N) Su:per DeLuxe DeLuxe (WJ Super (W)(T) 
Tract ion ( W) 
Mohawk 
National 
Golden Arrow 
Nylon-6 Ply (W only) 
(Tube Type 
in Black 
only) 
Arrowchief 
(W) (T) Totem 
Chief' (W) 
.&rrowaead 
(W) (T) 
National (W) (T)(N only) 
(W.j Denotes availability in White Sidewall (T Denotes availability in Tube Type (N Denotes availability in Nylon 
# Does not represent quality comparisons 
DeLuxe 
Ohief 
(W)(T) 
Coronado 
(W) (T) 
Medalist (Tube 
Type 
only) 
Trail 
Blazer 
(Tube 
Type 
only) 
Custom 
Chief 
(T) 
TABLE XI (Continued) 
MANUFACTURERS' PASS ENGER TIRE LINE CHARTS # 
Listings Are For Rayon-Tubeless Construction, 
Unless Otherwise Noted 
Brand 
Pennsylvania 
Premium 
Patrician 
(W) ( N) 
First Line 
Su:per .lerolux (WJ(T) City-
Country (W) (T) 
Super Line Economy 
Aerolux (~ Keystone 
(T) (T) 
PUre Custom CUshion ftaf'ety (W)(T)(N) (T) 
Remington 
Sears-Roebuck Silent 
(Allstate) Guardsman 
Schenuit 
Sieberling 
(W) ( T) (N) 
(only) 
Snow Grip 
Sealed-
Mre 
cw- only) 
(N only) 
Safety 
(W)(TJ(N) 
Commuter 
(W)( T) 
Silent Snow 
(W) ('T) 
O'ushion-Aire (W) (T)(N) 
Remington (W) 
(N) Silent 
Traction (W) ( T) 
Silent 
Cushion (W) 
(T) (N) 
Double Grip 
D-9 (T only) 
11eLuxe 14 & 
15 (W) (T) 
SUper 
Service 
(W} Denotes availability in White Sidewall 
(T) Denotes availability in Tube Type 
(N) nenotes ava~lability in Nylon 
# Does not represent quality comparisons 
Companion 
(W}(T) 
Crusader 
(T only) 
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TABLE XI (Continued) 
MANUFACTURERS' PASSENGER TIRE LINE CHARTS # 
Listings Are For Rayon-Tubeless Construction, 
Unless Otherwise Noted 
Brand Premium First Line 
Star Triple Star DeLuxe 
(W) (N) Sk}ride (W (T)(N)' 
Snow-Mud 
('w) < Tl 
Unico Powerliner Powerliner 
(W)(T)(N) (W)(T) 
Premium (T) Premium (T) 
(N) Redi-Grip 
(W) (T) 
Unitrac (T) 
(N) 
Vanderbilt V-120 (W)(T) Cushion-
(N) The Master (W) 
Vanderbilt (T) Prince-
(W) ( T) ( N) ton M & S 
Traction (Tube type 
King (W) (T) only) 
(W) Denotes availability in White Sidewall 
(T) ~enotes availability in Tube Type 
(N) Denotes availability in Nylon 
# Does not represent quality comparisons 
Super Line Economy 
Star Cushion 
(W) ( T) 
snow 
Travel (T) 
.IJ..liance ( T) 
V-100 
DeLuxe 
('Tube Type 
only) 
Source for Table XI, pp. 101-108t 125§ Tire Guide, Elgar 
ctompany, New York 10, New York, pp. 32-40. 
VI. FEDERAL TRADE COMf\ITSS ION INTERVENTION 
Firestone Tire and Rubber Company versus 
the Federal Trade Commission * 
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On December 31, 1957, the Federal Trade Commission 
charged the Firestone Tire and Rubber Company, 1200 Firestone 
Parkway, Akron, Ohio, with misrepresenting that its second 
line tires· were first line products which were used as 
original equipment by automobile manufacturers. 
The complaint alleged these typical advertisements 
to be false: 
FIRESTONE'S GREATEST SALE 
Save on the tire designed for 
ORIGINAL EQUIPMENT 
on 8,000,000 of America's Finest Cars 
FIRESTONE SUPER CHAMPION 
DOn't Miss These Low Prices During 
Our Great Sale 
MAY TIRE SALE 
The tire that was 
ORIGINAL EQUIPMENT 
on 8,000,000 new cars as they left 
the factory. Same thread design PLUS 
Modern Improvements. 
FIRESTONE DELUXE SUPER CHAMPIONS 
According to the complaint, these two brands were 
second line tires and never have been used as original 
equipment; rather, Firestone's "DeLuxe Champion," a first 
line and 100-level tire, was and still is used as original 
equipment by automobile manufacturers. 
* 29. 
Additionally, the complaint charged that the use 
of the names "Super Champion" and "DeLuxe Super Championt' was 
confusing and misled the consumer into believing these two 
tires were superior to the "DeLuxe Champion." The complaint 
concluded that these practices diverted trade unfairly from 
competitors and that injury had been sustained thereby to 
competition in commerce in violation of the FTC Act. 
The company was given thirty days in which to file 
an answer to the complaint. ~.hearing was scheduled on March 
13, 1958, in Akron, Ohio, before an FTC examiner. The result 
of this hearing and other hearings of the cases enumerated 
below were the publication of the FTC Tire Advertising Guides. 
The important point to note here is that these 
practices are not atypical in the industry. The existence 
and prevalence of these practices has been one of the leading 
reasons why the FTC has seen fit to intervene and investigate 
the tire industry. 
Other examples of similar violations are to be 
found in this source: The Goodyear Tire and Rubber Company 
versus the Federal Trade C'ommission, pages 298-311, and the 
B.F. Goodrich crompany versus the Federal Trade Commission, 
pages 312-333, Federal Trade crommission Decisions. 
110 
111 
The Federal Trade Commission Tire Advertising Guides * 
The Guides ap~ly to the advertising and labeling, 
subject to the jurisdiction of the c·ommission, of tires and 
related products and the materials used in these two categories. 
The Guides are administrative interpretations by the FTC of 
the requirements of the laws it enforces. They are designed 
to assist all parties involved in voluntary compliance with 
their requirements; in addition, they are to be used as 
guidance to the interested parties. 
The Bureau of Consultation of the Federal Trade 
Commission mailed a draft of the proposed guides to the 
affected parties on November 22, 1957. Comments and sugges-
tions regarding the proposed guides were requested'. The 
suggestions and comments and legal precedents were reviewed, 
and the Guides as discussed here were adopted in final form. 
The Guides were promulgated in the Federal Register 
on May 29, 1958 and became effective ninety (90) days later. 
Industry product or product shall mean 
tires, tubes or the materials used therein, 
whether new or used, for use on automobiles, 
trucks and similar vehicles. 
The term Industry Member shall mean all 
persons or firms who are engaged in the 
manufacture, sale or distribution of 
industry products as above defined 
whether under the manufacturer's or a 
private brand. 
* 30, pp. 1-6. 
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Of course, the Commission reserves the right to 
determine whether terminology and other direct or indirect 
representations used fall under the Commission's jurisdiction. 
The success of the Guides depends on the extent of 
cooperation between the tire industry and the government. 
But where such cooperation is lacking and violations occur, 
the mandatory process is available to the Commission. 
Any advertising believed to be in violation of the 
GUides comes to the attention of the Commission from these 
sources of complaint: 
(1) The Commission has its own monitoring unit 
that carefully analyzes advertising by radio, television, 
newspapers and other media. Advertising believed to be in 
violation of the GUides is referred to the Bureau of 
Consultation for study and subsequent action. 
(2) Members of the industry harmed by the illegal 
advertising of competitors. 
(3) Misled or deceived consumers. Any consumer 
who believes a violation has occurred may address his complaint 
to the Bureau of Consultation, Federal Trade Commission, 
Washington 25, D.C., and should include a copy of the 
advertisement together with a statement as to how the 
advertisement violates the Guides. Complainant~' names are 
held in strictest confidence. 
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The alleged violator will then be advised of his 
legal requirements and informed of the alleged violation. 
Agreement and correction of the-violation usually means the 
matter will be filed without further action. Refusal, 
however, means the matter will be referred to the Commission's 
Bureau of Investigation for study under the mandatory process. 
Normally, this involves an investigation of the facts, 
issuance of a formal complaint charging a violation of law, 
when warranted, trial of the issues and the issuance of a 
cease and des 1st order. Violat'ion of an order can mean fines 
of $5,000 for each violation. 
EXhibit IV on page 114 is a sample advertisement 
that violates all twelve of the Tire Advertising Guides. 
The reader is invited to refer to this advertisement in the 
discussion of the Guides. * 
Sample violations are presented after each Guide 
to illustrate the practice that is not condoned. These 
sample violations are drawn from the booklet, "A Guide To 
T'ire Advertising," National Tire Deail.ers and Retreaders 
Association, Washington, D.C. 
* 8, p. 2. 
• 
• 
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~ECEPTIVE TIRE CO • 
~----
Save on the tire designed for 
ORIGINAL EQUIPMENT 
;. 
fon millions of new cars! :---
oNl.Y 1\M£ 
F\RS1 .ND 0 SO 
PRICED NOW .... Week. Reg. Price $3 . 
·~ !or Our Open•_n_g ___.._, 
S\1£ 6.70x\S 
BlAtll tUB£ tYP£ 
UNl\M\l£0 QUANt\l\£S 
Safest Tire Ever Made! 
SKID-PROOf • 
BlOW OUt-PROOf • 
19 
PlUS 
lAX 
PUNttUR£-PROOf 
~~z~ 
g ~6-
~10 
2 
~/'-(A_)-
ADVERTISED 
6.70x15 
SA 
BACK FULL SWIN<i 
BY P~LAR DEMAND 
Same Grade and lity As New Car Equipme 
Free FRONT WHEEL 
BALANCING 
88 
Unconditional Plus Tax 6.70x15 GUARANTEE! 
6.40xlS All SIZES 
ODD LOT! ;;;;;: 5~! 
• Save on Changeovers! 8.00x15 With your old 
t iro rogordltu 
• • I of cond it ion . 
• Save on Spec1al Designs. Whitewalls Slightly Higher 
All in Good Condition 
E CO. 
: • : I ~ ' ~ '•' 
GUIDE ONE: DECEPTION AS' TO CONSTRUCTION 
~ Standards of aonstruction: 
No grade designation or other statement 
should be used in the advertising or labeling 
of products which directly or by implication 
represents that: 
(1) any product conforms to the require-
ments of an established and recog-
nized industry grade or quality 
standard of construction unless 
such grade or standard has actually 
been established, is maintained and 
is recognized by the industry, and 
the particular product meets all of 
the requirements of the applicable 
grade or standard; or 
(2) any product conforms to a private 
grade or quality standard of con-
struction unless: 
(a) the advertising or labeling 
wherein the representation is 
made clearly and adequately 
discloses, in immediate con-junction, the nature of the 
standard (i.e., private) and 
the identity of the concern 
which established and maintains 
the grade or quality standard; 
('b) the private concern has, in fact, 
established and does maintain 
definite grade or quality stan-
dards of construction for such 
product; and, 
(c) the product does, in fact, conform 
in all respects to the require-
ments of the applicable private 
standard thus established and 
maintained. 
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An example of the violation referred to here is the 
one shown in the Deceptive Tire O'ompany advertisement: "Same 
grade and quality as new car equipment." 
l·'~l·lrr'llfl" 'f'11]· r I , I , i . I IJ . i ! ' ' ' : ' ' i I ! ' i ~ I j I • I '. : II'. :i 
T·erms such as "original equipment quality" should be 
refrained from unless the tire does conform to a recognized 
and maintained standard of "original equipment quality" in the 
tire industry. As mentioned previously, no industry-wide 
recognized standard of construction of "original equipment 
quality" now exists. 
Reference cannot be made to a so-called "private 
brand" of quality standard unless there is 
(1) a statement that it is a private one and a 
disclosure of the standards 
(2) a means for maintaining the standard 
(3) compliance with the standards in the 
manufa~ture of the product. 
Thus, our sample ?iolation would probably be an 
insufficient disclosure. 
B. 1First L.ine, • ''100 Level,' etc. 
(1) Such terms as '~irst line' should 
not be used without the clear and 
adequate disclosure required in 
Subseetion (2) of A, Guide one 
herein (a. g., 'XYZ' s first I ine') 
and then only when the other condi-
tions of that Subsection are met. 
Additionally products should not 
be represented as being 'first line' 
unless the products so described are 
the best products, exclusive of 
premium quality products embodying 
special features, of the manufacturer 
or brand name distributor applying 
sue.h designation. 
(2) The term 'level' as in '100 level,' 
'120 leve.l,' '80 level,' etc., should 
not be used in any way without con-
1~11 ·1 '111!1 
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I ffllf 1 il!lil 
I' I I 
spicuous, clear and truthful dis-
closure of the meaning thereof. Its 
continued use without such disclosure 
by manufaeturere or other distributors 
in price lists and other dealer 
literature may eonstitute placing in 
hands of others an instrumentality 
of dec:eption. 
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Referring to the Deceptive Tire Company, the sample 
violation here is nFamous make nationally advertised first 
line -- 100 level tire an4 tube." 
In an advertisement, the word "first line" must 
also disclose clearly the nature of the standard and the name 
of the concern which established and maintains the grade or 
quality standard. That is, whQ!! first line tire is the 
• discussion concerned witht This is what the sample violation 
must answer. The cromm1ss1on specifies that the first line 
tire must be the best tire of a company except special 
feature tires which are premium tires. 
The term "100 level" must be clearly and exactly 
defined in the advertisement. Abcording to the Commission, 
continued use of the term "100 level" without complete dis-
closure of its meaning by manufacturers or distributors in 
price lists or dealer litera~ure m&¥ be a means for placing 
an instrument of deception in the hands of dealers. Accord-
ingly, the NTDRA recollDlends that dealers eliminate the use 
of levels (e.g., 80 level, 90 level) -- including 100 level 
from all tire advertising. 
IUI'I'IIl'l 
GUIDE TWO 
DECEPTIVE DESIGNATIONS 
In the advertising or labeling of products 
industry members. should not use designations 
for grades of products they offer to the 
public: 
(1) which have the capacity to deceive 
punchaeers into believing that 
suc.h products are equal or superior 
to a better grade or grades of that 
member·t.s products when such conclu-
sion would be contrary to fact (For 
example, if the ''first line' tire of 
a: manutae·turer is designated as 
''Standard, ' ''High Standard, ' or 
'DeLuxe High Standard,' the tires 
or that manufa-cturer which are of 
lesser quality should not be desig-
nated or described as ''Super Standard,' 
''Supreme High Standard, ' 1 Super 
DeLuxe High Standard,' or 'Premium.'), 
or 
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(2) which are otherwise false or misleading. 
(Rote:: When a manufacturer applies a 
designation to a product which falsely 
represents or implies the product is 
equal or superior in quality to its 
better grade or grades of products, it 
is responsible for any resulting 
deception whether it is a direct result 
of the designation or a result of the 
placing in the hands of others a means 
and instrumentality for the creation 
by them of a false and deceptive 
impression with respect to the compara-
tive ~ality of products made by that 
manufae:turer.) 
EXample: "Iuper High Standard" 
If the first line tire is termed "standard," then 
the use of the term "super high standardn for a second line 
tire is deceptive as outlined by the Commission. This means 
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that tire manufacturers (e.g., Firestone) whose names of 
second line or third line tires imply a better grade than 
first line when the tire itself is not, must rename their 
tires. Furthermore, the ma.nufac:turers must label with 
stickers the ae·tual "line" of the tire so named. A Commies ion 
statement issued on July 11. 1958. effective August 27, 1958, 
not only requires the tire manufac:turer to label those tire 
lines, but also hopes the manufacturers will provide tire 
dealers with stickers to be put on tires in present inventory.* 
These stickers are to be used until such time as the tire 
molds are changed so as to eorreet the confusion with the names. 
When the molds are changed, the labels will not be required. 
Once again, the NTDRA recommends that superlatives such as 
"super," "deluxe," etc., not be used as designations for less 
than first line tires. 
GUIDE THREE 
''ORIGINAL EQUIPMENT' 
'Original Equipment~ tires are understood to 
mean the same brand and quality tires used 
generally as original equipment on new current 
models of vehicles of domestic manufacture. A 
tire which was formerly but is not currently 
used as 'Original BC:luipment,' should not be 
described as 'Original Equipment' without 
clear and conspicuous disclosure in close 
eonjunction with the term, of the latest actual 
year such tire waa used as •original Equipment.' 
EXample:· 11S'ave on the tire designed for original 
equipment on millions or new ears." 
* a, p. s. 
mn 1 'lin·~~~~~~ 
Original equipment tires are those tires on new 
current automobiles. The example given is not acceptable 
unless the tires are currently original equipment tires. 
The actual year in which the tire was original equipment if 
it is not now original equipment must also be disclosed. 
This Guide, then, eliminates original equipment as the 
standard for the judgment of tire quality. The quality 
must be discussed as outlined in Guide One. 
GUIDE FOUR 
'PLIES' 
A ply is a l~er of rubberized fabric contained 
in the body of a tire and extending from one 
bead of the tire to the other bead of the tire. 
Statements or depictions which denote or imply 
that tires possess a specified number of plies, 
or more than a certain number of plies, when 
such is not the ease, should not be used. 
The term 'ply rating' as used in the trade is 
an index of tire strength and does not neces-
sarily represent the number of cord plies in 
the tire. To avoid deception, such terms as 
''6 ply rating' OJ!' ''8 ply rating' as descriptive 
of passenger Teh1cle tires containing fewer 
than 6 or 8 plies, respectively, must in fact 
be of the represented r&ting and be accompanied 
by a conspicuous discJ.osure of the actual 
number of plies in the tires so described. 
Phrases such as 'Super 6' or'DeLuxe 8' as 
descriptive of tires of less than 6 or 8 plies, 
respectively, should not be used without: 
(1) clearly disclosing in connection 
therewith the actual number of plies 
used iD the construction of the tires 
so designated, and 
Fl ! ~'l 'r'li T!T" I !~ I I I,. 
I I I ;I''' I! 
I r j,i I I I I ! II r:' I 
' 
!1;' 
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(2) limiting the use of the superlatives 
'Super' or 'n.Luxe' to products of 
the advertiser in such a way as not 
to contravene Guide Two. 
Advertising of tires should contain an adequate 
disclosure of the identity of the ply fabric or 
other material used in the construction of the 
body (e.g., cotton, rayon, nylon, etc.) and 
that such tires require tubes when such is the 
fact, when the failu~re to so disc·los e has a 
deceptive capac·i ty or tendency. 
Example: "DeLuxe 8" 
Manufacturers or deaders cannot imply or state that 
tires have a certain number of plies or more than a specified 
number of plies if it is not true. Whenever ply rating is 
used in passenger tires, it must be in reference to the actual 
number of plies. For example, 116 ply rating" must refer to 
the tire with six pliea unless it is clearly stated that it 
refers to less than six plies. Terms such as "deluxe 8 11 may 
be used only if it (1) is the true number of plies contained 
in the "deluxe 8" and (2) terms like "deluxe" comply with the 
"Deceptive Designation•• section. Truck tires are exempted 
as far as ply designation is concerned. 
GUIDE FIVE 
USED PRODUCTS 
Advertisements of 'lJ:Sed products shall clearly 
and adequately diselose that same are not new 
products. Unexplained terms, such as •·new 
tread,' 'nu-Tread, 1 and 'Snow Tread,' as 
descriptive of such used tires, do not consti-
tute adequate disclosures that tires so 
described are not new. 
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Example: "trew· Treadsn 
This section is self-explanatory. Here, the 
c-ommission seeks to distinguish between new and used tires 
including retreads. 
GUIDE SIX 
'CHANGE-OVJJRS, '' 'NEW C'AR TAKE OFFS , ' ETC • 
Products should not be represented as 'New 
ttar TakeOffs' or 'Change-overs,'' unless 
the products so described have been sub-jected to but ins~gnificant use necessary 
in moving new vehicles prior to· delivery of 
such vehicles. to "he. purchaser. such pro-
ducts should not be described as new products. 
Advertisements· of such products should include 
a clear and conspicuous disclosure that 
'Change-overs' or 'New crar Take Offs' have 
been subjected to previ·ous use. 
Example: "save on change-overs." 
The above example assumes that tire use has been 
extensive and violates the requirement of this Guide of 
"insignificant use." 
GUIDE SEVEN 
DISCLOSURE THAT PRODUCTS ARE OBSOLEI'E 
OR DISCONTINUED MODELS 
Advertisements should clearly and conspicuously 
diselose that the products offered are dis-
continued models' or desi6ns or are obsolete 
when such is the' fae·t. (Note: The words 
'model' and ''dea~:ign' used in connection with 
tires include width, depth, and pattern of 
the tread, as well as all other aspects of 
their construction •. ) 
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Example• "save on Special Designs" 
This example illustrates vague terminoloe~· In 
March, 1949, the FTC issued a cease and desist order to a 
tire manufacturer to stop "opening for sale, selling or 
delivering to dealers or to others for sale to the public any 
second grade, blemished or obsolete tires or any tire which 
for any reason was not of f:irst grade quality which does not 
have permanently stamped or molded thereon or affixed thereto 
into the wrappings in which that tire is encased, in terms 
of sufficient size and clarity and in such location as would 
be plainly legible to and understood by purchaser of said 
tire both before and attar it was mounted on a motor vehicle 
wheel a legend or statement to the effect that said tire is 
second grade, blemished or obsolete or state the reason why 
it is not of first grade q~ality." * 
* 8, p. 7. 
The Guide follows this same principle. 
GUIDE EIGHT 
PRICl!S 
~dvertised prices of products should be the 
bona fide actual selling price which purchasers 
pay for the advertised products. ~lfuen taxes, 
exclusive of loc~al sales taxes, are not included 
in the advertised price, that fact should be 
clearly and conspicuously disclosed. Any 
unqualified reference to a 'list price' should 
be with respect to the advertiser's bona fide 
regular established current selling price of the 
I
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advertised products. A retailer or distributor 
referring to a .'list price' not his own should 
conspicuously d,1sclose whose 'list price' is 
referred to (e.g., ''manufacturer's suggested 
list price'). Manufacturers and distributors 
should not put into operation any plan whereby 
retailers or others may misrepresent the 
regular and usu.al retail price of products. 
Accordingly, manufacturers and other distribu-
tors should not publish or distribute as 
'manufacturer''s, list prices' or 'suggested 
list prices,' etc., any price lists showing 
prices higher than those at which the products 
are regularly and customarily sold in the 
trading areas 1n which such price lists are 
published or distributed. 
(Note: . Additional price represent at ions 
or advertisements considered to have a deceptive 
capacity or tendency are that: 
(1) a specified product is offered for 
sale at a stated price when in fact such product 
is not so offe~ed but instead another product 
of different kind, grade, brand, line or 
quality; or 
(2) savings or reductions from regular 
prices are afforded a purchaser of products 
when such purp~rted savings or reductions 
do not take into &e'count a required trade- in 
if such is the case; or 
(3) a product is offered at tt price,' 
'50% off,' etc•• in a manner having the 
capacity or teadency or effect of misleading 
purchasers as to the actual purchase price of 
the advertised products; or 
('4) the selling price of products has 
been reduced from what is in fact a fictitious 
price, or that such price is a 'reduced' or 
'special' price when it is in fact the regular 
selling price,l!lOr when over a substantial period 
of time the alleged 'reduced' or 'special' price 
has been the price at which such products 
customarily haY'e been sold immediately prior 
in point of tiae to such representation; or 
those which: 
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(5) contain_price comparisons with 
fictitious (or unestablished) prices of the 
advertised products. Claims such as 'Formerly $ , Now $ should not be used 
unless the former price referred to is the one 
at which the product had been regularly sold 
for a substantial period of time immediately 
prior in point of. time to such represent at ion 
in the trading area wherein such representation 
is made.) 
Example: "Price Lists, 2 for 1, 45% off, 
$2 Tire Sale." 
Guide 8 outlines some of the more insidious deceptions 
that are normally encountered. Under the Guide: (1) advertised 
prices of tires should be the actual selling price or the price 
which the consumer pa,s for the tire; (2) when taxes other than 
loe·al sales taxes are not included in the advertised price, 
this must be so stated; (3) any reference to a list price 
should be with respect to the advertiser's regular bona fide 
or current selling price of the tire; (4) references to a list 
price must disclose whose list price it is. For exarnple,the 
sample violation gives the "manufacturer's suggested list 
price." But --and this is precisely the point: Manufacturers 
and distributors are forbidden to initiate any plan whereby 
retailers may misrepresent the regular and usual retail price 
of a tire. Therefore, manufacturers and distributors should 
not promulgate or distr1bu'e as a manufacturer's list price any 
price list displaying prices higher than those at which the 
tires are regularly ~ cuatomarily sold in the trading area 
in which such price lists ~ published or distributed. 
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Hence, the use of ~he manufacturer's list price is 
acceptable if it is the regular and customary selling price 
in this trading area. If it is not the same, then the price 
list cannot be used. The determining factor is whether the 
two prices are the same. 
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{a) The "-$2 tire sale" example presupposes 
that the purchaser would have to buy an extra tire to get the 
second one at $2.00. This 1S deceptive. 
{b) Advertisements listing savings or 
reductions from regular priaes that do not discuss the required 
trade-in are deceptive. For example, a tire is offered for 
50% off the selling price of $20.00. This tire is then 
selling for $10.00 but no mention is made that a trade-in is 
required and in fact it is required. This would be deceptive 
because the offered tire wo~ld cost the purchaser more than 
$10.00. 
{c) In a tt2 for 1" sale, two tires are 
offered for $27.00 which priee is supposedly the list price 
for one tire. Ac-tually, the regular selling price for one 
tire is $13.50. Hence, the 2 for 1 sale is not such at all 
s inca the 2 tires would regularly sell for $27 .oo anyway. 
{d) Refer to the example in the Deceptive 
Tire crompany advertisement. "Price now first and only time 
for our opening week -- regular price $30.50 -- sale price is 
$14.79. tt If it is an opening week, there could not be a 
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regular price on it. Thus, the $30.50 could be misleading. 
In another case, a dealer's regular selling price was $14.79 
and then a fictitious list price was stated and specified that 
a special sale was on now whereby this tire could be bought 
for $14.79. This would be deceptive under Guide 8, Section 4 
since this price was the regularly selling price. 
(e) Claims such as "Formerly $20.00 now $10.00" 
are forbidden when the former price ($20.00) has never actually 
been the bona fide regular selling price. 
This is what the Commission seeks to establish: 
1. A price represented. as a regular selling price 
is exactly that. 
2. Comparisons of prices are actually true comparisons 
and not fictitious ones. 
3. A special sale price is actually that and not a 
price which has been the regular selling price over a period of 
time. 
GUIDE NINE 
GUARANTEES 
Advertising of products should not contain 
representations that a product is •·guaranteed' 
without clear and conspicuous disclosure of: 
(1) the nature and extent of the 
guarantee, .!:!lS! 
(2) any ma.erial conditions or limitations 
in the guarantee which are imposed by the 
guarantor, and 
(3) the manner in which the guarantor 
will perform thereunder. 
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Accordingly, requ1red disclosure, to be 
adequate, in addition to other requirements, 
should elearly reveal that the guarantor 
will deduct for the time or mileage the 
guaranteed product has been used and will 
make an allowance for the unused time or 
mileage toward the purchase of a new product 
when such is the fact. Representations that 
a product is 'guaranteed for life' or has a 
''lifet irne guarantee' in addition to meeting 
the above req~irements, should contain a 
conspicuous disclosure or the meaning of 
'life' or 'lifet:1,me.' 
Guarantees which provide for an adjustment 
based on a fietitious list price should not 
be used (See Gui~e 8, entitled Prices). 
Guarantees which under their terms will be 
adjusted on the basis of a price other than 
that which purch.eers pay should clearly 
and adequately disclose the price upon '"hich 
adjustments will be made. 
Guarantees should not be used which under 
normal conditione are impractical of fulfill-
ment or which are for such a period of time 
or number of milts as to have the capacity 
or tendency of mlsleading purchasers or 
prospective purchasers into the belief that 
the products so $Uaranteed have a greater 
degree of serviceability or durability in 
actual use then 1s true in fact. 
Example: "trnconditional Guaranteett 
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This example, with no other explanation, is insuffi-
c·ient to meet the requirements of this Guide. The nature and 
extent of the guarantee, its limitations, and performance by 
the guarantor under it must all be clearly disclosed. The 
guarantor must also disclose that he will deduct for the amount 
of time or mileage used and will make an allowance for the unused 
portion towards the pure:hase of a new tire. Terms such as 
"guaranteed for life" or •lifetime guarantee," when used, must 
be explained in clear terms. 
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Adjustments for a guaranteed tire must not be made 
on a fictitious list price. For example, if a tire is sold 
for $20.00 and unless it is clearly stated that the adjusted 
price is based on a price other than the $20.00, then the 
adjustment must be made on the $20.00 sale price. 
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Any guarantee which would mislead the buyer to 
believe that the tire will have a greater serviceability or 
durability than that which is the fact, such as "200 thousand 
miles guarantee," should not be given. 
GUIDE TEN 
BLEMISH$D, IMPERFECT, DEFECTIVE, El'C., 
PRODUCTS 
Advertisements of products which are blemished, 
imperfect, or which for any reason are defec-
tive, should contain conspicuous disclosure 
of that faet. In addition, such products 
should have permanently stamped or molded 
thereon or aff1xed thereto and to the wrappings 
in which they are encased, a plain and con-
spicuous legend or statement to the effect 
that such products are blemished, imperfect, 
obsolete, or stating the reason why they are 
defective. Such marking by a legend as 'XX' 
or by a: color marking or by any other code 
designation which is not generally understood 
by the public is' not cons ide red to be an 
adequate disc,losure. 
Example: 0 A1.1 in good condition" 
In this example, it is assumed that this is not 
actually true and that really the tires are blemished, imperfect 
or defective. Hence, this statement would not satisfy the 
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requirements of a complete dlsclosure when tires are blemished, 
imperfect or defective. Some wrapping, stamp or mold must be 
affixed to the tire indicating its imperfection. The marking 
must be capable of being understood by the public. That is, 
if a purchaser buys a tire which is blemished, imperfect or 
defective or if he comes in for such a tire, he must know 
initially what he is buying -- or else it is deceptive advertising. 
GUIDE ELEVEN 
SAFETY OR PERFORMANCE FEATURES 
Absolute terms Sl.lCh as •·skidproof,' 'blowout 
proof,' ''blow prq,of,' 'puncture proof,' should 
not be unqualifiedly used unless the product 
so described affords complete and absolute 
protection from akidding, blowouts, or punc-
tures, as the cue ms.-y be, under any and all 
driving conditions. 
Examp·le:· "Skid-Proof, Blowout Proof, Puncture-Proof" 
This example should not be used in tire advertising 
unless the tire is, in fact, under all conditions skid-proof, 
blowout proof and puncture proof. Such terms should be 
qualified so that the tire pur~haser is aware that it may 
refer only to normal. driv,ing conditions. 
GUIDE TWELVE 
OTHER CL~IMS A.ND REPRESENT AT IONS 
No claim or representation should be made 
concerning an industry product which directly, 
by implication, or by failure to adequately 
disclose additional relevant information, has 
the capac:ity or tendency or effect of deceiving 
purchasers or prospee:tive purchasers in any 
material respect. This prohibition includes, 
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but is not limit~ to, representations or 
claims relating to the construction, dura-
bility, safety, strength, condition or 1 ife 
expec~ancy of such products. 
Also inc:luded among the prohibit ions of this 
Guide are claims or represent at ions by 
members of this industry or by distributors 
of any component parts of materials used in 
the manufacture ot industry products, con-
cerning the merits or comparative merits (as 
to strength, safety, cooler running, wear, 
or resistance to shock, heat, moisture, etc.) 
of such products, components or materials, 
which are not true in fact or which are 
otherwise false or misleading. 
Example: ttsa:test tire ever made" -- "Free Wheel 
Alignment Chec_k" 
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.. Safest tire ever made" is a catch-all phrase. The 
important point here is that no representation or claim should 
be made about the tire, directly or by implication, or by omis-
sion of pertinent and relevant information, that would tend to 
or have the capacity to deceive tire purchasers. It includes 
the representations or claims on safety, durability, strength, 
construction, condition or life expectancy of tires. These 
are not the only restrictions. If applied to low quality 
tires, our example would have the capacity to deceive the 
consumer on the real safety of the tire. Guide 12 further 
prohibits discussion of the merits such as strength, cooler 
running, safety, etc., which are not in fact true and provable. 
Note: The term "free" as shown in our second 
example is not covered in the TWelve Tire Advertising Guides 
but was covered by a ~ra.de Practice Rule issued by the Commission 
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on December 3, 1953. Unless something is unconditionally 
free, the advertisement must specify and outline the obli-
ations, conditions, or prerequisites of the receipt of the 
free tire or service. * 
Our second example would be all right to include 
in an advertisement if the conditions of getting the free 
check are outlined in the advertisement. Omission of such 
full clarification would be insufficient to meeting the 
requirements of this Tra~e Practice Rule because no dealer 
will give such a free check unless something is purchased. 
Furthermore, the Commission specifies that if the price 
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of a tire is increased, or the quality reduced, or quantity 
reduced, or the size of the pro4uct is reduced in order to 
give the so-called "free• service or article, then this is 
deceptive.. Also, it is insufficient to use a footnote or 
asterisk running som•where else on the page. It must be 
used in conjunction with the term nfree." 
* 8, p. 12. 
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VII. THE EFFECTS AND IMPLICATIONS OF THE 
FEDERAL TRADE COMMISSION TIRE Al>VERTISING GUIDES ON ·riRE 
MANUFACTURERS' As.~D DISTRIBUTORS' OVERALL MARKETING STRATEGY 
A'O POLICIES 
Comments of the !'ire Manufacturers 
The Federal Trade Commission Tire Advertising 
Guides have been in effec·t since AUgust 28, 1958. Numerous 
changes and, in some cases, far-reaching implications and 
ramifications have been experienced in the field. In order 
to uncover just what these effects are we interviewed key 
personnel of the five major "tire manufacturers entrusted ,.,ith 
the responsibility of complying with the Guides. The pre-
va:iling tenor of thought is one of complying and cooperating 
with the Commission so as to avoid legal entanglements and 
to evade the focusing of critical public attention in areas 
subject to investigation by the crommission. 
The questions we asked these managers are to be 
found in the appendix of this study. (See page 177.) These 
questions were designed as a guide only in channeling the 
interview to those areas which we believed to be the most 
important both to the tire manufacturers and to consumers in 
general. 
QUESTION ONE: The Firesto~e Tire and Rubber Company has 
statted that it must change4000 tire molds at a cost of 
$280,000 to comply with the Federal Trade Commission Guides. 
Similar changes, I believe, will be required in your company. 
DO you feel that the selling price of your tires will have 
to be increased to defray these new costs? 
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s·ome of the tire manufacturers were compelled to 
change their tire designations while others were not because 
no confusion of labels existed. One manufacturer had changed 
its designation for its second line tire from "DeLuxe" to 
"safe-Way" with no change in tire level. This change was 
initiated voluntarily and had nothing to do with the Guides. 
A second manufacturer had undertaken, as of last year, the 
following changes to its lines: 
Tire Level 
first line 
seeond line 
third line 
Old Designation New Designation 
DeLuxe Champion DeLuxe Champion 
Wew DeLuxe Super Safety Champion 
Champion 
Super Champion Champion 
A third manufacturer ehanged the designation for its 
second line tire from "DeLuxe" to "Long-Miler.n 
These changes are significant since the words 
"deluxe" and "super" have not been used interchangeably in 
the tire lines. The consensus was that the costs incurred 
in changing the tire molds would not be defrayed in the form 
of increased retail tire costs but rather would be absorbed 
in the tire manufacturer'~ operation. However, one manager 
felt that the selling price of tires would be increased in 
the near future because ot increases in labor costs, higher 
fringe benefits, increased manufacturing costs, and an 
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increase in the cost of rub-er. 
The price structure of the tire industry is highly 
sensitive to the actions of any of the members of the Big 
Five. If one member engages in price-cutting, the others 
soon follow a similar course of action. The reason for this 
as we have already seen is because the tire industry is a 
volume business of a highly competitive nature. ~ve can draw 
a parallel here with the oil industry wherein all tank wagon 
prices are nearly the same for all the major gasoline companies. 
QUESTION TWO: How will your product mix be affected by the 
changes in tire molds?' Will it simplify or diversify your 
present product line? Will it mean cutbacks in the number 
of lines offered? 
There was unanimous agreement that the product mix 
would not be affected insofar as simplifying or diversifying 
the tire manufacturers lines. The tire lines would remain 
the same with the exe.eptiDns of the changes in designations 
that we have noted. 
One manager felt that at present there is too much 
diversification in his product lines but that this is necessary 
in order to give good ma~ket coverage and to avoid losing sales 
to competition. 
QUESTION THREE:: Many restrictions are now placed on the title 
and copy of a tire advertisement. For example, phrases such as 
11 50% off," "Original eq~i:pment." ~ew car take offs," etc., 
c·annot be used without adequate aud conspicuous diselosure of 
their meaning. These restrietions will mean that new advertising 
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mate must be made for company service stores. Will this 
constitute much of a problem? 
In most instances, tire advertising mats are made 
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and distributed from the he~quarters of the tire manufacturers 
in Akron, Ohio. These mats have been carefully prepared by 
the advertising d~partments or agencies of these manufacturers 
and have been scrutinized tor technical compliance with the 
Tire Advertising Guides by the legal departments. These mats 
are then distributed to the dealers and/or service stores 
through the district offices with specific instructions that 
they are to be used in all, that company's tire advertising. 
Any deviation from the prese,ribed mats must be cleared through 
the company•·s headquarters in Akron, Ohio. The district 
offices are not authorized to approve changes in tire adver-
tising without prior approval from the main offices in Akron. 
All dealers and service stores that adhere to these instruc-
tiona receive a cooperative advertising allowance from the 
tire manufacturer for newspaper advertisements that offer for 
sale that tire manufacturer's products. In some cases, the 
cooperative allowance may run as high as 50%. Those dealers 
or service stores that faU to cooperate in complying with 
the T~ire Guides have their cooperative advertising allowances 
discontinued. Further, shipments of tires to these outlets 
are withheld. 
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Advertising copy is an area; that is receiving 
intensive scrutiny from tire manufacturers. Since the Federal 
Trade Commission has announaed that all tire advertising, in 
whatever medium, will be carefully inspected for any overt 
violations of the Tire Guides, tire manufacturers have adopted 
a policy of regulating the advertising copy of their outlets, 
especially the service s:tores. This has been a difficult task 
because constant and continuing vigilance must be exercised 
to prevent even one violation which could reflect unfavorably 
on the manufacturer's operations. 
One manufacturer who has no company-owned stores in 
its distribution chain has a; somewhat different problem. It 
maintains dealers that have contraeted to sell its tires but 
all advertising of that manufa:cturer's tires is placed under 
the deal.er•·s name, not the manufacturer's. One dealer had 
advertised tires at "40% oft" with no indication as to what 
price was used a.a the base. The manufacturer insisted that the 
dealer correct his advertising so as to specify whose price the 
40% would be deducted from. Accordingly, the dealer's advertising 
copy was changed to inelude this revision. These dealers are 
not as effectively e:onstrained to comply as the company-owned 
stores. But the fetter employed here is to withhold shipments 
of tires. Ordinarily, a ma.nufac·turer's concern over a dealer's 
advertising is to the extent that that dealer'' s advertising 
adversely affects the company's products or name. Any action 
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initiated by the Federal Tra.Ae Commission chare;ing a violation 
would be directed at the dealer primarily, and only secondarily 
to the manufacturer. 
QUESTION FOUR: The Federal Trade Oommission has allowed a 
reasonable period of time far the. manufacturers, dealers, and 
distributors to sell ~11 old inventory of the tires complained 
of, properly labeled as to tire level. This policy has been 
in effect for a few months. Has it been much of a problem 
in your operation?' 
The answer to thiJ question would depend primarily 
on the extent of changes made in confusing tire designations. 
In most instances, the tires complained of have cleared the 
distribution channel and a~ now in the hends of the consumers. 
This would be true of those tires in the popular sizes. A 
few odd sizes are still in the warehouses but these are slow-
moving merchandise. 
This raises another point. The Federal Trade 
Commission has allowed the manufacturers a reasonable period 
of time to clear these tires through their distribution 
channels despite the misleading designations embossed on the 
sidewalls of the tires. Kowever, to protect consumers, the 
c-ommission has direo·ted that stickers be pasted on the tires 
which identify them as to their tire line (premium, first 
line, second line, and so on). Undoubtedly, special sales 
have been offered by dealers to dispose of these tires. But, 
as in any business, there are always a few unscrupulous dealers 
who will place first line stickers on second line tires, or 
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second line stickers· on third line tires, in an effort to 
take advantage of this temporary situation. In all respects, 
the managers indicated that the problems outlined here have 
been of minor concern. 
QUESTION FIVE: How will manufacturer's suggested retail list 
prices be affected when the Federal Trade Commission states 
that the current market price in the trading area should be 
the price quoted for a tire? Do you feel that manufacturer's 
suggested list prices will be abolished? 
All the managers were in agreement that the manu-
facturer's suggested retail list price will not be affected 
or abolished because some basis has to be used to price a 
tire. Generally, all manufacturers' list prices within each 
line are very nearly the same. One manufacturer, however, 
has a slightly higher list price for its tires and has been 
very successful in selling ita p,roducts through vigorous 
sales activity. Further, list prices have a stabilizing 
influence on cut-throat pricing and the severe competition 
characteristic in the industry. And, because the industry 
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is a volume business, there is an inherent need for list prices. 
One manager explained how the list price and current 
trading area price operate in the trade. A fe'"' dealers sell 
tires at the suggested list price because high transportation 
charges and servicing coa\s are incurred. These charges mean 
that the dealer must allow himself a greater gross profit 
spread. Particularly is this true where the dealer is located 
P!,, I 
I ''l 
:!'1' 
H '!if II I : ; II 
~ 'I 
, I 
I. I ~ l ! 
a considerable distance from the city and metropolitan 
trading areas. Usually these dealers are small and as such 
are not entitled to a longer chain of discounts from the 
list price as would be the c,ase with a large volume dealer 
located in or contiguous to a major trading area. Normally, 
the large volume dealer sells tires at lower than list price. 
An example would be a small dealer situated in Maine ,..,here 
transportation charges woul~ not be prepaid. In this case, 
the Maine dealer may derive a slightly greater net profit 
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than the large volume dealer in the major trading area. Other 
factors tending to reduce the large volume dealer's net profit 
are the fierce competition prevalent in major metropolitan 
trading areas and the ac·tion of consumers in "shopping" on 
a price bas is. 
QUESTION SIX: Will adjustments now be made on the actual 
purchase price of a tire i~stead of the manufacturer's 
suggested list price? If so, how will this policy affect 
the manufac·turer''s guarantee provisions? 
There was unanimcus agreement among the managers 
that adjustments will continue to be made on the manufacturer's 
suggested retail list priae and not on the current or purchase 
pric·e of the tire; they did not foresee any changes in the 
manufacturer's guarantee p,rovisions. 
One manager stated that the customer is adjusted 
as much as the tire. ~ this he meant that there is a 
flexibility in adjustment policy. CUstomer relations and 
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goodwill are of paramount importance, and in adjusting tires 
the customer must be satisfied that the adjustment price is 
a fair and equitable one. !his manager found that adjustments 
are made mostly on premium tires since these tires are very 
expensive and consumers expect, and rightly so, extraordinary 
performance. In the words of this manager, "these tires 
should be able to do everyt,hing but climb a tree. 11 Adjust-
mente become progressively less of a problem as one moves 
from premium to first line to second line tires. Third line 
tires do not constitute much of an adjustment problem because 
high performance is not expeeted of them; they are built 
primarily for their price appeal. 
This company's ~perience with its service station 
dealers is that very few premium or first line tires are 
handled. Rather, these dealers aell, in the main, third 
line and some second line tires. This is in accord with the 
fact of severe competition in the industry and the fact that 
price has a primary appeal in the merchandising of automobile 
tires. 
Another manager noted that most service station 
dealers adjust tires based on the list price and adhere to 
this policy with consistency. ~ormally, dealers make a 
handling charge of 10% of the selling price of the tire for 
all adjustments. This covers their services rendered in 
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mounting and dismounting the tire, handling costs, and so on. 
A third manager viewed the area of adjustments as 
a highly controversial ona. •rhe reason for this is that some 
smaller tire manufaeturers·. adjust their tires on the selling 
price of the tire, not on their suggested retail list price. 
But this company's policy is to adjust on list price only and 
will undoubtedly continue to do so. Whatever the adjustment 
base price, customer goodwill, customer relations, and 
customer satisfaction are of paramount importance. Nearly 
all the managers emphasized this point. Dealer business 
volume is a prime consideration in making adjustments more 
flexible. 
A fourth manager raised an 1nterestin8 point con-
cerning adjustments. He maintained that manufacturers cannot 
allow adjustments to be made on the purchase price because the 
company would then be bound to accept the dealer's statement 
as to what the tire was sold for. For example, if a tire 
was sold for $25.00, a d~aler could conceivably state it was 
sold for $19.00. Of course, the lower the selling price of 
the tire, the lower the adjustment cost to the tire purchaser. 
In other words, the base price used for adjustment purposes 
would be lower. Such a policy would mean that tire manufacturers 
would be afforded little protection on adjustments. 
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QUESTION SEVEN: Do you believe. that the tire industry will 
now or in the near future est~blish some standards association 
to pass upon acceptable tire quality? 
The managers expressed mixed reactions to this 
question. One manager stated unequivocably that no such 
standards association will. ever be established. A second 
manager felt that the fact that no standards association 
exists is not as great a problem as it would seem at first 
glance. In selling to the federal government, this company 
makes tires that conform to government specifications. The 
government will purchase only original equipment, that is, 
100 level or first line tires. Now, then, since tires, 
when manufactured, are not separated as to order, all tires 
of first line quality will be of the same quality and likeness 
because the government specifications as to quality must be 
met. (Automobile tires are made to stock primarily, not to 
order, and production is adjusted according to current sales 
trends and sales forec,asts.) To this extent, then, some 
standards do exist and consumers are assured of getting all 
the quality they pay for in original equipment tires only. 
A third manager believed that no such association 
would be established because it could conceivabl~r involve 
divulging trade secrets and processes in meeting the quality 
standards established. Many tire manufacturers, particularly 
the larger ones with extensive research and laboratory 
facilities, analyze c-ompetitive brand tires by dismemberment 
~~lr II! IIJI . , I IJ 'I I, ~ ! ' I . : ! ! i~ : lr i ,~, I , 
and analysis as to composi•1on, strength, safety, etc. 
But the standards problem assumes greater ramifications 
because in meeting the standards of an association, a secret 
process as to how a tire was developed may need to be 
revealed. 
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A fourth manager expressed the belief that no 
standards association would ever be established. He contended 
that if such an event came to pass, it would create a greater 
problem for the smaller tire manufacturers (other than the 
Big Five) because it would be more difficult for them to meet 
and adhere to any manufacturing and quality standards that 
this association would set forth. The reasoning here is that 
the smaller manufacturers have modest research and development 
facilities when compared to the Big Five. This would dictate 
a policy of seeking short cuts in the manufacturing process. 
This is not to say that the smaller manufacturers produce a 
poorer quality tire. Rather, it is emphasized that continued 
high quality, as in many other industries, is dependent to 
a large degree on the extent of the facilities and vigor of 
the research and development activities of a company. This 
manager asserted that his ecmpany was one of the largest users 
of nylon fiber in passenger tires, especially nylon made by 
the DU. pont Company. Very large sums of money are expended 
on research in nylon fiber. And continuing expenditures are 
I 
constantly being made to teat new fibers and seek new develop-
menta and technological advances. &. smaller company 1"lith limited 
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capital funds would find su~h huge expenditures for research 
and development prohibitive. For these reasons, then, 
manufacturing costs of the smaller companies would, of 
necessity, be increased in order to maintain and adhere to 
any standards that may be established. 
The fifth manager agreed that even thou5h no 
official standards association now exists, this company 
(as well as the other four aajor companies that manufacture 
original equipment tires) must meet the standards set up by 
General Motors Corporation and the Ford c·ompany who purchase 
these tires. Prior to acceptance, original equipment tires 
are rigidly inspected and tested by these two companies and 
must conform with twelve es,ablished specifications. To 
this extent, then, some stamdards do exist at present even 
if only for original equipment tires. 
QUESTION EIGHT: Will these Federail Trade Commission Tire 
Advertising Guides mean increased government intervention in 
the future? 
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Some of the managers felt that government intervention 
in the future would not be forthcoming unless deceptive 
practices burgeoned beyond C~ontrol. Intervention would be 
contingent on the cooperatiQn and compliance with the Tire 
Guides. 
One manager, howeYer, viewed the present government 
intervention as a foreboding of still further intervention 
in the future. All purport~ violations, however minor, will 
be subject to careful obser~ation and follow-up action. 
rur'trr nr I 'mmrm~ 
Only one manager reported that he was pleased to 
witness government intervention. He was of the opinion 
that future regulation is assured even if the Tire Guides 
are complied with. Deceptive and misleading practices have 
snowballed beyond controll Government regulation will 
elevate the tire business·to a higher level, eliminate the 
"gyp artists," improve advertising ethics, and encourage 
more people to enter the tire business. The Federal Trade 
Commission will seek to:safesuard consumer interests, but 
particularly the safety of tires that consumers purchase. 
Our faster driving habits on modern superhighways has 
focused attention on the paramount point of having safe 
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tires on our automobiles. He viewed with alarm the promiscuous 
safety claims made for tires by certain ngyp artists. 11 His 
reference here was to third line and retread tires. It has 
been fairly well established that the safety of these tires 
on modern superhighways is seriously questionable. 
QUESTION NINE: What other problems, particularly mar,~eting 
problems, are you experiencing now or that you foresee in the 
immediate future will arise as the result of comply ine; w·ith 
the Tire Guides? 
Some of the managers not only discussed the problems 
that they are presently coping with but also made general 
comments pertaining to the tire business. Some of these 
comments wil~ be discussed as they pertain to the tire 
business. 
One manager did not give much validity to the 
published reports of a testing laboratory concerning the 
quality of automobile tires,# About twelve years ago this 
testing agency reported this manufacturer's premium tire 
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as being the best quality tire on the market when, in truth, 
the company was experiencing considerable difficulty with it. 
Defec·ts in workmanship and material were relatively common 
and the tire was subject to numerous adjustments after 
operational failure in the tield. The manufacturer secretly 
admitted the tire had fa;iled to perform according to 
expectations. 
In September, 1951 this same expensive tire was 
retested by the same testing laborato~J and proclaimed as a 
tire that had failed to live up to its advertised claims. 
But, at that same time, the manufacturer honestly believed, 
based on his own testing procedures, his product to be one 
of the finest tires on the market. ·Here, then, '"le are faced 
with another example of aceepting laboratory results with 
cautious enthusiasm. 
One interviewee believed that adjustments and the 
variance between actual selling prie:e and manufacturer's list 
price may continue to be a future problem area. Particularly 
# This controversial area was discussed on p:p. 9-10. 
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would this be true when a manufacturer changes the tread 
design of his more expensive tire. Usually, the tire with 
the obsolete design will be distributed to the trade at 
special discounts. For example, the premium tire of a 
manufacturer might list for $80.00. Normally, the tire 
would be purchased by the dealer for approximately $24.50 
and sold to a customer for about $30.00. These figures 
will vary from one trading area to another but they are 
sufficiently similar to illustrate our point. Now, the 
discontinued tire would still be guaranteed by the manu-
facturer because it is a new tire even though one ,.,ith an 
older tread design. (It should be noted that this tire 
is not a ''second•' which is a new tire that has some slight 
defect and is rejected at the factory.) Assume, then, that 
this tire becomes unserviceable beeause of a defect that 
developed in the tire through use. Further assume that 
50% of the tread Of the tire has been used or worn and 50% 
of the tread is unused. This would mean that the consumer 
would have to pay approximately $40.00 (adjustment price 
based on list price) to get the same quality tire in the 
premium line with the new tread design. Examples such as 
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this are not common. But they do occur in sufficient numbers 
so as to be a problem to t1re manufacturers. Four of the five 
managers interviewed agreed on this point. In these cases, 
some manufacturers agree with their dealers to absorb some of 
the costs incurred in adjustment, thus insuring consumer 
satisfaction. 
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A second manager felt that the continued regulation 
of tire advertising in the company-owned stores presented the 
biggest problem, especially because the Federal Trade 
c·ommission has been exercising constant vigilance of tire 
advertising in these outlets. This company seeks to foster 
fair and equal competition among their dealers and service 
stores within a trading area. If one of its outlets makes 
promiscuous promises and: exhorbitant price reductions on its 
tires, it will have an unfa1r competitive advantae;e over the 
other outlets in the tradin! area. Accordingly, advertising 
allowances are stopped and tire shipments to these offenders 
are withheld. Three managers cited this as one of their 
problem areas. 
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This same manufae~urer stated that in changing the 
labels of tires, one problem was solved and another temporary 
problem was created. In the past, the confusion in labels 
often presented invent·ory problems which resulted in inaccurate 
reflections of the true inventory within each tire line level. 
With the introduction of new labels, this difficulty has been 
obviated. However, the company is faced with the temporary 
problem of orienting personnel to the new labels. 
Some independent tire dealers create a pressing 
problem for most of the tire manufacturers. Oftentimes, 
these dealers will carry a small tire stock of a famous 
ll!lllllll llllllliilll i II '1llllil 1lll:t 
name manufacturer. In the~ newspaper advertisins, these 
dealers will trade on the famous brand name so as to entice 
prospects into their stores. Once the prospect enters the 
store, he is traded down to the dealer's regular tire line. 
This practice is not easy to stop because tire distribution 
is quite comp[icated and it is difficult to trace the seller 
of these famous brand tires to the independent dealers. 
One manufacturer stated that he seeks to be as 
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truthful and candid in hie advertising as possible. He openly 
attempts to enlist the euppj,rt of local Better Business 
Bureaus in pinpointing and exposing the false and deceptive 
practic·es of some indepertd.efl't dealers. 
Recently, a local industry-wide conference was 
held with a Federal Trade Opmmission la,.zyer and spokesman 
present wherein the Tire Guides and proper advertising 
pra~tices were discussed. ~wo of the sales managers of the 
Big Five noted in particular that a number of independent 
tire deaJ.ers sought, through questioning the Commission's 
lawyer, to pin down what was proper and improper in the 
~omm1ssion's interpretation of advertising practices. The 
tone of the questioning was such as to suggest that circum-
vention of the law was the ~lterior motive. 
One independent tire dealer recently advertised 
third line tires as being "third line, first quality." 
(We personally read this adv:ertisement to which the manager 
referred. See Exhibit V, page 153.) The phrase "first 
quality" is deceptive and misleading to consumers because 
it suggests the highest ranking as to quality, namely first, 
when in fact this is not true since second line, first line, 
and premium line tires aTe of better quality than the third 
line tire advertised. Moreover, the terms 11 first quality" 
and "first line" are c-onsidered as synonymous terms in the 
tire trade. This is referred to in the trade as a 11 gyp ad" 
and represents another instance of deceptive advertising. 
One manager condemned the continued deceptive 
pricing and advertising practices of some large independent 
retailers and dealers whose act-ions placed his company at a 
competitive disadvantage. For example, one medium size 
retailer recently advertised retread tires in any size for 
$10.00. (This advertisement, too~ was read by the author 
with more than passing interest. See Exhibit VI, page 154.) 
Nothing was stated in the advertisement concerning the 
condition of the casings used in the retreading of the tires. 
It would seem highly unlikely that this retailer could sell 
these retread tires for $10.00 and gain a reasonable profit 
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if sound clean casings ~ \lSed. ("Sound clean casings are 
tires whose tread has been wQrn smooth, have no breaks, cuts, 
or defects, and are used for retreading •. ) Sound casings in the 
15-inch size (diameter of the tire)· are valued from ~3.25 to 
$3.50 each; for 14-inch sizes, they are valued at ,5.00 
each. Then, too, there is the cost of the rubber used in 
the retreading process. .Normally, a retreaded tire in the 
6.70xl5 size contains 9.5 pounds of rubber. In the 7•10xl5 
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size, there is 10.2 pounds of rubber. The cost of the rubber 
varies from 22 cents per pound to as much as 41 cents per 
pound depending on the quality. This would mean that in the 
6.70xl5 tire size, a minimum rubber cost of $2.09 would be 
incurred using the cheapest quality of rubber obtainable. 
Added to this is the cost of the retreading function performed 
by a retread dealer. 
These figures would strongly suggest that the 
casings are not sound but rather have been vulcanized or 
repaired and made ready for retreading. Adequate and 
conspicuous disclosure of this fact was not made in the 
advertisement. It is this manager's contention that these 
independent tire dealers and retailers be compelled to comply 
with the Tire Guides in the same manner as the other tire 
manufacturers. Such action would considerably inprove all 
tire advertising. 
Lastly, the problem was cited of allowing extra 
discounts to large volume dealers for current and discon-
tinued tread tire lines, notably truck tires, a highly com-
petitive area of the tire business. Often, large dealers 
make unreasonable demands for extra discounts in quantity 
buying. These extra discounts render it exceedingly difficult 
for a manufacturer to m&1.ntain a reasonable profit. 
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aomments of The ~alers and Distributors 
~e personally interviewed three independent tire 
dealers and distributors to determine what effects the Guides 
have had on their operations. One distributor primarily 
sells B.F. Goodrich and Kelly-springfield tires. Other makes 
of tires are also handled. A:seeond distributor sells u.s. 
Royal, Goodyear, and Miller tlres. He, too, handles other 
makes of tires. The last dealer is primarily a Dunlop tire 
dealer but handles ail other major brands as well. Their 
reactions were much the same as the sales managers of the 
tire manufacturers with the exceptions indicated below. 
The questions we asked these distributors are to be found 
in the appendix of this study (see page 178). 
Advertising Mats: One manager stated that no 
changes were required in his advertising mats. A second 
manager felt that the mislead1ng terms, such as we have 
enumerated, are the result of too much advertising imagination 
by the advertising layout men. His mats have been changed 
in only a few respects because his company has pretty well 
abided with goo~ business eth1es prior to the publication 
of the FTC Tire Guides. This company merchandises and markets 
standard brands, uses no "bait" advertising or advertising 
based on p:rice appeal alone slnc'9 it is forbidden to cut 
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prices (in compliance with the contract provisions it maintains 
w-ith the major manufac,turers). 
Further, he felt that such restrictions on the copy 
of a tire advertisement will mean a stronger position for his 
company because dealers merchandising lesser known brands or 
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off-brands must now improve their advertising to a more ethical 
level. He stated that his company services established 
accounts and conducts its business on the basis of integrity. 
The third manager or dealer stated that changes were 
few in his mats since misleading terms are not employed. This 
dealer has two types of advertising copy: factory copy which 
is the usual type of copy that offers various sizes and brands 
of tires for sale; and institutional ~ which is designed to 
keep the dealer's name before the public. It is a more unusual 
type of copy that seeks to etucate the public of the dangers 
of tires in poor e·ondition. For example, "bald tires are 
killers; replace your bald tires now. •· 
Disposing of the Inventory of Tires Complained Of: 
For two dealers, this was not a problem. But one of these 
dealers stated that his tire level sales varied. Last year's 
business was predominantly in first line tires; this year's 
sales are principally in second line tires. Third line tires 
in both years represented an insignificant portion of his 
business. The trend in his sales was in consonance with the 
trend in national and local tire advertising which has been 
emphasizing second line tires. In conjunction with sales, he 
stated that less than 1% of his business is transacted in 
nylon tires. This is due largely to his personal belief 
that nylon tires are not as good as rayon tires of the same 
tire level, notwithstanding the results of laboratory and 
road tests. 
In his operation, the most returns of tires occur, 
percentage-wise, in the nylon tire class. The reason is 
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because nylon tires both expand and shrink in size; that is, 
these tires expand when an automobile is in motion, and shrink 
when it is at rest. Furthermore, nylon tires wear out faster 
than rayon (a point already noted in laboratory tests). 
Nylon tires are susceptible to tread cracking in the channels 
of the tread through alternate periods of shrinkage and 
expansion. Most of the tires that are returned are for 
ruptures, rarely for bruises. Accordingly, this dealer's 
experience shows that rayon tires are the better tire fabric 
in his operation. 
Moreover, he was of the opinion that third line 
tires are unsafe and should not be made by manufacturers 
of tires. But since such tires are made, the principle of 
caveat emptor (let the buyer beware) operates here. 
The third dealer admitted that the tires complained 
of were a problem in his operation. Inventory, in general, 
is any distributor's major problem because such a large variety 
of sizes, brands, and quality levels have to be stocked. 
He stated that his company has not yet reached the position 
where it has liquidated all such tires. Then, too, there is 
always the problem of lingering or slow-moving merchandise. 
However, what surprised the author most was the distributor's 
admission that he was not awa.re of any FTC policy specifying 
that labels or tags should be used on the tires complained 
of to indicate their level. 
Tire Standards Association: One dealer expressed 
the view that no tire standards association would be 
established. Such an association would be difficult to 
set up so)as to include all levels of tires. It is the 
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manufacturer's prerogative to decide what quality tag to 
attach to tires of his manufacture. The reason for this is 
because each manufacturer has his own manufacturing methods 
with some variations. A't present, howeYer, the industry does 
maintain standards concerning tread depth and the number of 
plies in a tire. These two standards are needed if chaos 
in the industry is to be avoided. 
A second interviewee did not believe a standards 
association would be established. Two factors are operating 
here: first, the integrity of the manufacturers. Tire 
manufacturers, particularly the Big Five, cannot afford to 
jeopardize the prestige and reputation for fair dealing that 
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they have gained through the years. They cannot afford to 
manufacture tires of lower quality and ascribe to them a 
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label of higher quality. For example, it would be folly for 
them to make a tire according to their own third line standards 
and label it as a first linEI! tire. The second factor is the 
principle of caveat emptor. Buyers should exercise caution 
in purchasing tires. 
The third dealer felt that such an association may 
be established if the government continues its policy of 
intervention. He believed that the Better Business Bureaus 
are not cooperating with the FTC and the BBB are not self-
sustaining unless they get the cooperation and assistance 
of tire dealers. 
Additionally, he felt that many of the difficulties 
that have arisen with respect to quality in tires can be 
traced to research testing agencies, such as Consumers Research. 
He has been following the reports of this publication ever since 
he started in the tire business. He believed that the ratings 
are not valid because they are so variable from one report to 
the next. For example, in one report the B.F. Goodrich Silver-
town might be mentioned as the best performing tire. A later 
report might cite the Firestone 500 as the best tire. And so 
it goes. Another criticism is that the tire mentioned as the 
best is nearly always a major brand. This need not always be 
true. The objection to these testing agencies was verr.J strong. 
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Further, the use of the word. "deluxe" has created the 
greatest problem in the tire industry. 
Future Government Intervention: According to one 
distributor, future government intervention is very possible. 
It is becoming more apparent that misleading and deceptive 
advertising has to be stopped. But as for the question of 
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the difficulty the FTC has in regulating advertising practices 
because of a lack of funds and personnel, this manager 
believed that this is nothing more than a clever appeal 
designed to arouse public sympathy and to persuade the public 
to write to their Congressme~ to allocate more funds for the 
Commission. He attended three conferences wherein an FTC 
spokesman was present. In all these conferences the woeful 
lack of funds and personnel was mentioned. He believed that 
if the FTC thoroughly investigated and prosecuted those cases 
brought before its attention, it would be the best deterrent 
for future wrong-doers. This would be similar to the adjudi-
cation and disposition of test cases. If prospective wrong-
doers know what is unlawful and recognize the consequences, 
they would be less inclined to violate the law. There is too 
much waste in government and, consequently, he denounced the 
impassioned pleas of the FTC for more funds. 
C·ompare, however, a,; .. second distributor'S COJTirlents. 
He believes that there will not be increased govern~ent 
intervention in the future unless the Congress allocates a 
'111'1" 1 'illl'r II "''m.mrm~ ''! 111'1 : 1 '1:;:! ·I 
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larger budget and more personnel to administer the FTC Tire 
Advertising Guides. The lack of funds and personnel 1r{ithin 
the FTC makes a sham of the Commission's efforts in regulating 
the advertising activities ~d practices of every large dealer 
and "back-alley" retailer. (This is generally recognized as 
a big weakness which hamstrings the regulatory efforts of 
the Commies ion.) 
The last dealer perhaps expressed an extreme view. 
The day is coming when the federal government will intervene 
and insist that rubber manufacturers, specifically tire 
manufacturers, open their books to government inspection. The 
reason is because some major companies in selling to the 
government charge higher prices than they charge to state 
governments. Such inequities in quoting prices will impel 
the government to demand an accounting from tire manufacturers 
for all prices quoted. 
Manufacturer's Sussested List Price: All the 
distributors insisted that manufacturers' list prices would 
not be affected or abolished through compliance 1vith the Tire 
Guides. One dealer stated that manufacturers have been very 
strong in their insistence that list prices be maintained --
so strong that this dealer f•els that their abolishment will 
come only by government edict.. 
Another distributor felt that list prices are the 
basis for determining all billing prices. They are the basis 
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from which all levels in the distribution chain compute their 
discounts. List prices are not wholly meaningless. They do 
provide a stable base for making all tire adjustments -- a 
more stable base than can be expected from using selling price 
as an adjustment base. 
Adjustments Based Qn Manufacturer's List Price or 
2n Selling Price: Tire manufacturers will continue to adjust 
tires according to tread depth. The tread depth of a conven-
tional new tire (exclusive of a snow tread tire) is 11/32 
inches. E'ach 1/32 represents about $3.00 on adjustment. By 
multiplying $3.00 by 11 one should arrive at the list price 
of the tire. In some cases, this figure is more than the list 
price while in others it is less. He felt that most list 
prices are fair, equitable, and not inflated or fictitious. 
The exceptions are premium tires and 14n tire list prices. 
Another distributor believed that adjustments based 
on selling price would fluo:tuate markedly because of the many 
different selling prices among dealers. As such there would 
be more inequities in adjustments than at present. Further-
more, list prices provide protection to dealers because they 
give them a greater spread to cover their handling costs in 
adjustments. List prices also protect the manufacturer. 
Manufacturers intentionally aae list prices to cover at least 
one-half of the cost of the guarantees they provide. The 
replacement guarantee on tires is baaed on tire 1..,rear. And a 
guarantee is considered complete when 50% of the tire is worn. 
111rr1 Dl'r , I l~!l 
Thus, the manufacturer will guarantee the first 50% of wear 
and the consumer should rightfully incur the costs involved 
in the last 50% of tire wear because he has used the tire. 
163 
This reduces the manufacturer's exposure. Moreover, manu-
facturers guarantee a tire f~r up to 10% - 20% of wear for 
anything that may go wrong on the tire with respect to defects 
in workmanship and materials at relatively no charge to the 
consumer. Thus, the list price is used to protect the dealer 
and to cover the manufacturer's cost in offering the guarantee. 
But no manufacturer will admit this. 
We feel that the last distributor really expressed 
the cogent argument of manufacturers for adjustments based 
on list prices. But again, no manufacturer will admit these 
reasons. This distributor asserted that adjustments will 
continue to be made on full list price. It is highly unlikely 
that this policy will be changed. This represents a major 
policy decision in the tire industry and such a change 
(adjustments based on selling prices) would only be made by 
mutual agreement of the Big Five. There is more general 
agreement on major policies among the Big Five than the average 
person is led to believe. Any such change by one major member 
of the industry without the concurrence of the others com-
prizing the Big Five could have far-reaching and perhaps 
disruptive effects on the tire industry. Accordingly, meetings 
are held periodically by the Big Five to decide such matters 
'IUn mr, "II 
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in order to preserve a certain measure of stability and order 
within the industry. Such meetings are not publicized. But 
neither should they be construed as collusive efforts designed 
to act in combination to restrain trade or destroy the element 
of competition because the Big Five are business entities 
independent in the conduct of their individual O)erations. 
Adjustments on tires are not a problem when a tire 
is 25% - 30% worn because the adjustment price is very 
reasonable. The adjustment problem is further minimized when 
the product is of high quality and not subject to high returns 
for adjustment. But after the 30% figure, the adjustment 
rate becomes quite high. And it is in this area that the 
adjustment problem reaches inequitable proportions. This 
dealer felt that adjustments based on manufacturer's list 
prices are inequitable to tire consumers. But at the same 
time he did not foresee any change in policy by manufacturers. 
And here is the core argument of the manufacturers in favor-
ing list prices. The Big Five manufacture tires for instal-
lation on new automobiles as original equipment. In 1955, 
more than 6,000,000 automobiles were manufactured in the 
United States. Since each automobile has five tires (includ-
ing the spare tire}, this would mean a domestic original 
equipment market of 30 million tires. Some of these tires 
will be returned for adjustment because of operational 
failure through defects in workmanship and materials. 
11., 1.rr 1 'I m , '~'m. ~ .. 11 i I I ~~~~ I "'' ,, I ' 
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(We have not been able to determine exactly the industry 
adjustment rate; this is a closely guarded secret.) Now, 
then, with the wide divergence between manufacturer's list 
price and the selling price of a tire, one can appreciate 
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the tremendous sums of money that would be involved if adjust-
ments were changed to use the selling price as a base. Even 
a 1% adjustment rate for the example cited would mean that 
300,000 tires would need to be adjusted. And the reader should 
keep in mind that we are talking only about original equipment 
tires. Replacement tires, a much larger market, is not even 
included. 
Undoubtedly, then, this is the primary reason why 
manufacturers defend list prices and will continue to use 
them as a basis for all tire adjustments. 
Industry AdJustment Rate For Replacement Tires: None 
of the dealers knew this rate. One dealer stated that it 
would be difficult to determine because some dealers will 
seek adjustments for slight spots on tires after they receive 
shipments and before they place the tires on sale. Thus, a 
distorted rate would be:'derived •. Also, no manufacturer will 
admit what his adjustment rate is because competition might 
exploit this figure to its advantage. 
Other Marketing Pra.blems:: One dealer wished to 
make this point very clear: ,In spite of the marked decline 
in the value of the dollar s:Lnce 1939, the consumer's tire 
dollar has appreciated significantly. By this he meant that 
consumers receive very higtt value and quality in tires for 
each dollar spent on this product. The quality of tires 
manufactured today is far superior to that of two decades 
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ago. This dealer could remember when it was considered unusual 
to expect tires to give 3,000 miles of service. (We can agree 
on this point.) Even in the light of such advances in tire 
quality and service, consumers expee:t too much from present-
day tires. 
A second point he wished to make is that tires that 
are marked as seconds by the manufacturers are not guaranteed. 
But this dealer assumes personal responsibility by offering 
a s 1x-month guarantee against defects in workmanship and 
materials. He felt it is necessary to give consumers this 
much consideration. 
Moreover, his experience has been that nylon tires 
are not as good as the claims made for them. The percentage 
of returns for nylon tires is higher than for rayon tires. 
He admitted that nylon tirea made for trucks, buses, and air-
lines are of higher quality than comparable grades of rayon 
tires. He attributed this to the fact that nylon tires have a 
greater natural rubber content'included in them when they are 
manufactured. But their ela1med superiority in the passenger 
tire elass is not true. AJ.so, tire prospects who follow and 
abide by the claims of testing agencies such as Consumers 
Research are very difficult to persuade in purchasing other 
brands of tires. This is quite true in his trading area 
because of the preponderance ot Harvard and MIT personnel 
and students who are regular followers of the reports of 
testing agencies. 
Another dealer's biggest problem is to keep abreast 
of the constant changes that are being made in the tire 
business and in its regulation. A second problem is to 
liquidate old inventory withoat lose or at least ,..,ithout a 
serious loss. Inventory is the greatest problem of any 
distributor and this dealer's experience is no different. 
It was also pointed out that if any distributor's 
advertisement features the tires of more than one manufacturer, 
then this dealer is not entitled to any cooperative advertising 
allowance. 
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VIII. c-ONCLUSION 
Summary ot Major Points 
1. There is no standards association within the 
tire industry that passes on the quality of tires produced 
by the manufacturers. Eaeh manufacturer has the option of 
classifying his tires at whatever level he desires (premium, 
first line, etc.). 
2. The reasons why the Federa.l Trade Comrniss ion 
investigated the tire industry were as follows: 
a. Tire labels and names were confusing or 
had a tendency to confuse consumers. 
b. Members of the tire industry were unable 
to police their labeling practices. 
c. The Commdssion received numerous complaints 
concerning the confusing terminology in labeling of tires. 
3. Adjustments on tires are usually made on full 
list price which may or may not be the same price as the 
purchase price of a tire. If a tire is to be adjusted on a 
p~ice other than that whieh consumers pay it should be clearly 
and adequately disclosed. 
4. Guarantees must ~e clearly and adequately stated 
and must not be misleading to aonsumers. 
5. Terms such as "deluxe supertt and "super deluxett 
are no longer acceptable where they lead consumers to believe 
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that a tire of lower quality is equal to or better than a 
tire of higher quality. 
6. Terms such as "original equipment," 11 first 
line," "second line," "100 level," "90 level," 11 80 level, 11 
etc., must be clearly def1ne4. 
7. Claims and rep~esentations relating to 
construction, durability, safety, strength, condition or 
life expectancy of tires, must be fully substantiated and 
susceptible to proof. 
8. Manufac-turers sometimes shift their tires 
from one level of quality to another by reclassifying a tire 
as being premiWJ, first line, second line, or third line, 
without notice to consumers. There is nothing wrong with 
this practice as long as it does not mislead consumers as 
to the merits of the tires being reclassified. 
9. Since there are no standards to which tire 
manufacturers must adhere (exaept those already noted), no 
quality comparisons can be made between the same level of 
tires of one manufacturer and those of another. One can 
only be assured that a tire manufacturer's premium tire is 
better than his first line tire, his first line tire better 
than his second line tire, etc. 
10. Tubeless tires are gaining greater importance 
both as original equipment and as replacements. 
11. It is reasonable to assume that nylon is a 
better tire fabric than rayon and that rayon is better as a 
tire fabric than cotton. 
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12. The Federal Trade Commission Tire Advertising 
Guides were formulated and promulgated in their final form 
with the cooperation of the members of the tire industry. 
It was not the intention of the Commission to set down hard 
and fast rules that tire manufacturers could not possibly 
comply with. However, tire manufacturers, dealers, or 
distributors engaging in practicing considered in violation 
of the Guides, are subjeet to prosecution under the mandatory 
process available to the aoromission. 
13. Since August 28, 1958, the Commission has been 
scrutinizing the advertising media for any advertisements 
that seem to be in violation of the Tire Guides. 
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B. .A Look To The Future 
Our interviews with the managers of the leading 
tire manufacturers revealed a willingness to cooperate with 
the Commission in complying with the Tire Advertising Guides. 
Part of this cooperation can be attributed to the fact that 
the Commission aetively sought the advice and sugges·tions of 
the members of the industry in formulating the Tire Guides. 
Another reason for cooperation is the mandatory process 
available to the Commission and the attendant unfavorable 
publicity that would result from a manufacturer's indifference 
to Commission interpretations. We would be inclined to agree 
with the manager who asserted that he was pleased that the 
government intervened to correct long-standing abuses. We 
feel that all reputable tire manufacturers share a similar 
view. 
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Except for Exhibit I, page 28, all the exhibits 
which we have discussed are examples of misleadin0 advertise-
ments. The important point to be gleaned from these exhibits 
is that the advertisements nave the capacity to deceive and 
mislead consumers. And in those instances where consumers 
are actually deceived or misled, it is only fittin5 and proper 
that corrective measures be taken to protect consumer interests. 
True, the dec·eptions we have noted impinge on the 
consumer's pocketbook. But of far greater importance-- and 
this cannot be stressed too strongly -- is the question of 
the safety of tires that consumers ride on. Far too many 
advertisements do not conspiauously disclose that tires 
offered for sale are third line tires when this is actually 
the case. Third line tires are manufactured solely for their 
price appeal and are not safe tires for long periods of 
sustained high speed driving on our modern superhighways and 
turnpikes. Today, we are ·building more and more ne~" super-
highways to relieve the congestion of our large cities, to 
reduce travel time, and to inorease the safety of the motoring 
public. And in the future more and more driving will be done 
on these new highways. It would be a travesty, indeed, if at 
the same time we are building safer highways we did not also 
provide for safer tires tor motorists to ride on. 
We can think of no greater insidious peril to the 
motorist than for him to be totally unaware of the dangers 
to be found in running third,line tires at sustained high 
speeds. Tires that are run at high speeds over a long period 
of time build up heat -- and heat is the chief enemy of a 
tire. Heat, together w·ith high centrifugal forces and 
constant pounding and impacting over the highway, result in 
ply separation and deterioration of a tire. Such advances 
as power brakes, power steering, and automatic transmission, 
not to mention excessive loads in automobiles and underinfla-
tion of tires, have placed exceedingly high demands on 
present-day tires. And further engineering advances and 
technological improvements in automobiles will make future 
demands on tires far greater than at present. 
Those who would defend the manufacture of third 
line tires smugly proclaim the argument of caveat emptor 
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(let the buyer beware). We cannot concur '"'ith this reasoning. 
Such a mealy-mouthed stand pales to insignificance when 
viewed in the light of the pu~lic safety. The real issue 
is not dollars but people. 
Under these conditions, then, and in the interest 
of public safety, we feel strongly that, in the future, 
manufacturers should not make third line tires. At the very 
i " ' 
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least, if such tires will continue to be manufactured, they 
should be conspicuously disclosed in all advertising so that 
consumers may know the character and quality of their purchases. 
This recommendation merits top consideration. 
Nor have we been persuaded as to the merits of 
using manufacturers' list prtces as the basis for tire adjust-
ments. While it is admitted that list prices do offer some 
price protection to retailers, we feel that such prices are 
nothing more than a mask shrouding the true selling price 
of a tire. C'omparisons between list prices and established 
selling prices are unrealistic. Such comparisons only mislead 
consumers as to true tire values. The price differential 
between list price and the established selling price should 
b~ narrowed to a more realistic and equitable level. Nor 
would it be extreme to seriously consider abandoning list 
prices, altogether just as General Elee,tric has done ,.,ith its 
appliances. We are thoroughly versed in this problem because 
we have been personally 1n c:ontact with it. 
That violations will continue to be uncovered is 
assured because the industry is a volume business characterized 
by fierce competition. Furthermore, violators will make 
capital out of the woeful lack of Federal Trade Commission 
appropriations as well as its understaffed legal arm. Ample 
precedence is available in antitrust cases to draw corresponding 
conclusions here. 
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The Better Business Bureaus and the Chambers of 
Commerce are wielding their influence in exposine; "gyp 
artists" and deceptive misleading advertisine; practices. 
These agencies can and do proTide substantial assistance to 
the Federal Trade Commission tn extirpating deception and 
fraud. For it is these agenc:L,es that are closest to the 
problem and it is they who can provide the "grass roots 11 
vigilance. 
Clearly, any dealer who is basically honest in 
his business dealings will comply with the Tire Guides in 
good faith. But any dealer who engages in dishonest 
business practices will undoubtedly seek to circumvent 
the law in the interest of personal aggrandizement. This 
is largely a matter of personal character and attitude. 
We feel that government intervention for the 
purpose of correcting abuses is a step 1n the right direction. 
But an informed consumer is an even better weapon in the war 
against fraud. Consumers are becoming more informed and 
more cautious in their buying of passenger tires. They are 
becoming more aware of ma.nufac·turers •· guarantees and are 
actively seeking to determine exactly what the guarantees 
provide. In the last analysis, however, all the exhortations, 
all the admonitions, all the guidance and enlightenment we 
have offered are meaningless if consumers persist in doing 
business with the shyster, the cheat, and the "gyp artist" 
lllrrl ur, irr11m~ 
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whose stamp is shoddy merchandise at seemingly low prices. 
Price should never be the sole criterion in the purchasing 
of tires. Quality of product, integrity of a dealer, and 
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his reputation for fair dealing should be the primary 
considerations. Consumers spould transact business with 
dealers whose standard for fair business dealing is inviolable. 
The Chambers of Commerce and BBB often advise consumers of 
reputable dealers whose many years in business testify to 
their high character. 
Earlier in our study we asserted that our purpose 
was to clear up some of the confusion existing in the 
' nomenclature of tires and to provide a firm foundation on 
whiCth consumers could better judge quality in new automobile 
passenger tires. We can only hope to have succeeded in our 
purpose~ it remains for the reader to pass critical judgment 
on the measure of our suoctess. 
' ! 
APPENDIX 
QUEST lONN'AIRE # 
1. The Firestone Tire and Rubber Company has stated that it 
must change 4000 tire molds at a cost of $280,000 to comply 
with the Federal Trade C"ommlssion Guides. Similar changes, 
I believe, will be required in your company. Do you feel 
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that the selling price of your tires will have to be increa.sed 
to defray these new coats? 
2. How will your product mix b~ affeeted by the changes in tire 
molds? Will it simplify or' diversify your present product 
line? Will it mean cutbackf! in the number of lines offered? 
3. Many restrictions are now placed on the title and copy of a 
tire advertisement. For example, phrases such as 11 50% off," 
"original equipment," "n,ew e-ar take offs," etc., cannot be 
used without adequate and conspicuous disclosure of their 
meaning. These restrictions will mean that new advertising 
mats must be made for company service stores. ~r{ill this 
c-onstitute much of a problem?' 
4. The Federal Trade Commission: has allowed a reasonable period 
of time for the manufacture~s, dealers, and distributors to 
sell all old inventory of the tires complained of, properly 
labeled as to tire level. '!his poliey has been in effect for 
a few months. Has it been much of a problem in your operation? 
5. How will manufac,turer' s augaested retail list prices be 
affected when the Federal T~ade Commission states that the 
current market price in the trading area should be the price 
quoted for a tire? Do you feel that manufacturer's suggested 
list prices will be abolished? 
6. Will adjustments now be made on the actual purchase price of 
a tire instead of the manufaeturer''s suggested list price? 
If so, how will this policy affect the manufacturer's guarantee 
provisions? 
7. DO you believe that the tire industry will now or in the near 
future establish some standards association to pass upon 
acceptable tire ~ality? 
8. Will these Federal Trade Commission Tire Guides mean increased 
government intervention in the future? 
9. What other problems, particularly marketing problems, are 
you experiencring now or that you foresee in the immediate 
future will arise as the res~t of complying with the Tire 
Guides? 
# The managers of the five major tire manufacturers were asked 
these questions at personal interviews conducted by the author. 
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, QUESTIONNAIRE # 
Many restrictions are now placed on the title and copy of a 
tire advertisement. For example, phrases such as n50% off," 
"original equipment," "new car takeoffs," etc., cannot be 
used without adequate and conspicuous disclosure of their 
meaning. These restrictiG)ns will mean that new· advertising 
mats must be made for com\)any programs. \'1111 this constitute 
much of a problem in your:operation? 
The Federal Trade Commission has allowed a reasonable period 
of time for the manufactuPers, dealers, and distributors to 
sell all old inventory of the tires complained of, properly 
labeled as to tire level. This policy has been in effect for 
a few months. Has it been much of a problem in your 
operation? · 
Do you believe that the tire industry will now or in the 
near future establish some. standards association to pass 
upon acceptable tire quality?' 
Will these Federal Trade ~~mmission Tire Guides mean 
increased government intervention in the future? 
How will manufacturer''s susgested retail list prices be 
af"fec:ted when the Federal 'trade C'ommiss ion states that the 
current market price in the trading area should be the price 
quoted for a tire?' DO you feel that manufacturer's suggested 
list prices will be abolished? 
Will adjustments now be ma~e on the actual purchase price 
of a tire instead of the manufa-cturer's suggested list 
price? If so, how will this poliey affect the manufacturer's 
guarantee provisions? 
What is the industry adjustment r&te for replacement tires? 
8. What other problems, partic~arly marketing problems, are 
you experiencing now or that you foresee in the immediate 
future will arise aa the result of complying with the Tire 
Guides?' 
# Three independent tire distributors were asked these questions 
at personal interviews conducted by the author. 
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